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Rough Proofs Good House’ 


Gimbel’s kept right on advertising 
after a left-wing labor union called 
a strike, realizing that to a woman 
who has bucked a bargain counter 
rush, a picket line doesn’t mean a 
thing. 


7 = = 


Those heavy advertising allow- 
ances to A & P by the cigaret com- 
panies, recorded in testimony in the 
Lexington trial, are just a lot of old 
stuff to Congressman Wright Pat- 
man 

v v v 


Tom Harmon, who is going to 
broadcast football games in Michi- 
gan this fall, is making plans in the 
all-star football game at Soldiers’ 
Field to carry the ball for WJR. 


7, FF F 


What is so rare as a day in June? 


Well, did you ever try to buy aj} 
straw hat in a hat store a few days | 


after the middle of August? 
v v v 


Men’s stores have fallen so hard 
for the advance season merchandis- 


ing promoted by the women’s pur- | 
veyors that sporting goods depart- 


ments ought to be just about ready 
to bring out the ski things. 


a 


With the proposed restrictions on 
instalment selling, the American 
citizen for the first time since the 
Declaration of Independence may 
lose his cherished privilege of going 
in debt up to his ears. 


vgy¥sy 


You may have to make a bigger 
down payment on your car, but 
surely there will be no restrictions 
on phoning for a loan or borrowing 
on your signature only up to $300. 


7, @ F 


Jane Parker doughnuts are de- 
scribed by A & P in its new maga- 
zine copy as “precious loot for pan- 
try pirates,” but they won’t overlook 
the hidden treasure of a cold chicken 
and a bottle of Budweiser. 


. + ¥ 


As the result of a Boy Scout drive | 


in Meriden, Conn., wood blocks from 
old electros “may be used as fuel 
by unfortunate families this winter.” 
Just how unfortunate do you have 
to be to qualify for a nice open fire? 


ee, ae 


With cotton and 


coming 


lisle stockings 
on the market in such num- 
Gladys the beautiful recep- 

ays she thinks there is noth- 
M8 quite so nice as natural sun tan 


Onic+ 
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v v v 


Jimmy Wilson, who used to man- 

age the Phillies, is beginning to 
oa home again. His Chicago 
uDs re 


; making final preparations 
‘er dropping into seventh place. 


vse? 


Products whose use seems to be 
_ the increase, as determined by 
Moder; Magazines, are reported to 
Nelude “soap for bath, soap for face 
ind hands.” This is indeed the san- 
ary age 
2 

nt Dummkopf war ich! Ein 
~  MKkopf war ich!” says Fritz 
eee Via Liberty. But even a 
- pf should know that he 


take an ocean voyage before 
his European memoirs. 


Copy Cus. 


Restricts Seals 


Drastic Revision Is 
Made in Practices of 
Magazine 

| New York, Aug. 21.—Only two 


‘months after altering its procedure 
in granting emblems, in line with a 
|Federal Trade Commission order, 
|Good Housekeeping today an- 
| nounced a new, radical policy re- 
|vision that calls for discontinuance 
lof the “tested and approved” and 
| “recommended” now in use 


| 


seals 


Good Housekeeping 
Agy ,  OLIECTIVE on 
43 aavratsi D 


The new Good Housekeeping seal, which 

replaces the “tested and approved" and 

“recommended” seals formerly used. 

Incidentally, this engraving was made 

from a reproduction sent by Western 

Union Facsimile transmission from New 
York to Chicago. 


and the issuance of a single guar- 
anty seal that will be available to 
advertisers only. Heretofore the in- 
'signia and services of the Good 
Housekeeping laboratories were ex- 
tended to non-advertisers as well. 
The difficulties encountered in 
trying to test and retest products 
affected by defense priorities, espe- 
'cially in the so-called “non-essen- 
tial” category, impose a burden that 
is “practically insurmountable,” ac- 
{cording to Warren C. Agry, pub- 
\lisher of the magazine. He said 
\that changes in the manufacture of 
|many products necessarily affect the 
operation of Good Housekeeping’s 
|laboratories or any other labora- 
tories engaged in the same business. 


Must Discontinue Use 


Manufacturers using the present 
Good Housekeeping seals have been 
authorized to continue this practice 
| until the expiration of existing 
agreements, at which time the use 
of the emblems must be discon- 
tinued. In most cases the seal 
| agreements will expire next spring, 
, and no contracts are believed to 
extend beyond next July. 

The new Good Housekeeping 
guaranty seal is eliptical in design 
and bears this legend: “Replace- 
ment or refund of money guaran- 
teed by Good Housekeeping if de- 
fective or not as advertised therein.” 
First consumer announcement of the 
altered policy will appear in the 
October issue of the magazine 

The new guaranty seal agree- 
ment provides that the advertiser's 
right to use it expires at the end of 
any six-month period following the 
date of his last advertisement in 
Good Housekeeping for the particu- 
lar product or service. 
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FUN TO BE WRONG 


IT’S ALWAYS FUN 
TO FIND A COMPANY 


0 great many people 
Ronen y 


OM yee were deprived of your teeth paste fer sew 
or days what one thing woult you mune mont?” 


hat you would miss the refreshing feeling ie your 


Tooth Paste The quabiey chet 
4 w aces has howe 


ws feeling 
Se tar eo good But achieving this numph led wm ae \nserese 
tog sod inporant dim overy 


Much Less Paste Did This Mew hob! 


ery luke paste geve the periect sher-e@ect 
d Linerine 


gc Lambert Pharmacal Company 


Listerine Tooth Paste 


REGULAR SIZE 25'—and even greater eccoomy with the over-size tube 


This 800-line Listerine tooth paste copy 

in New Brunswick takes a new tack and 

introduces “Zing, the “perfect after- 
effect'’ now found in Listerine. 


Listerine Tests 
‘Ting’ in Dailies 
for Tooth Paste 


New York, Aug. 21.—Stepped up 
|“zing” is being featured in a test 
‘campaign for Listerine tooth paste 
‘currently running in New Bruns- 
wick, N. J., where copy is appearing 
twice weekly in 400 and 800-line 
space. “Zing” is defined as “a new, 
different, exciting and wholly de- 
lightful after-effect,” and the copy 
declares that this sensation can now 
be obtained by users of the “new 
Listerine tooth paste’ with just 
about half as much Listerine paste 
as they formerly used. 

“Look for zing,” the copy urges, 
advising the reader to look for the 
“zing” on the package. 
describes the sensation you get in 
the new Listerine tooth paste. It 
isn’t just a flavor—or just a taste. 
The effect is gradual. It unfolds 
until it reaches the final exhila- 
rating climax. It is very exciting!” 

The approach is unusual, too. 
Under the headline, “It’s always fun 

(Continued on Page 30) 


“*Zing’ 


ANPA Blasts Officials for 
Antagonism to Advertising 


Standards Advisory 
Panel to Be Set Up 
by Elliott Office 


''Consumer-Protection" 
Groups All to Be Repre- 
sented 


Washington, D. C., 
Harriet Elliott, watchdog for con- 
sumers in the defense set-up, is 
tackling the problem of standards 
for consumer goods and has called 
in a group of men interested in 
standards, grade labeling and prod- 
uct testing to help her. and 
advertising interests, noting the 
composition of this group incline to 
the opinion that whatever is done 


Aug. 20. 


will not make life any easier or 
simpler for them. 
Miss Elliott, associate adminis- 


trator of the Office of Price Admin- 
istration and Civilian Supply, plans 
to establish a standards advisory 
panel composed of representatives 
of private and commercial concerns 
which use or formulate standards. 
The first meeting of this panel with 
members of the standards section 
of OPACS’ consumer division will 
be held here late this week at a 
joint another newly- 
created advisory panel composed of 
purchasing agents for colleges and 
municipalities 

Representatives of standards, test- 
ing, and retail concerns invited to 
attend the organization meeting are: 
T. V. Hauser, vice-president in 
charge of merchandising, Sears, 
Roebuck & Co.; Harold G. Bright- 
man, Bamberger Department Store, 
Newark: Paul G. Agnew, American 
Standards Association; C. J. Huber, 
U. S. Testing Company; Jules La- 
barthe, Kaufmann Department 
Store, Pittsburgh; and unnamed of- 
ficials of Consumers Union, Consum- 
ers’ Research and Inter-Mountain 
Consumer Services. 


session of 


Brady in Charge 


It is expected that these men, 
together with those named to repre- 
sent the three consumer-testing 

(Continued on Page 30) 


Last Minute News Flashes 
Haggerty Urges Doubled Radio Tax; Hits Agencies 


Washington, D. C 
of governors of 


, Aug. 22 
International 


John B. Haggerty, chairman of the board 
Allied 


Printing Trades Association, who 


originally advocated a tax on radio, yesterday told the Senate Finance 
committee that the rates proposed in the House bill should be doubled 


because the industry can well afford to pay 
tion of “rebates and discounts to advertising agencies,” 


He also urged the elimina- 
which he asserted 


“receive as high as 36 per cent from radio broadcasting companies.” 


Rudolph Directs Standard Brands Research 


New York, Aug. 22. 


Harold J. Rudolph, formerly copy research direc- 


tor for J. Stirling Getchell and previously with Colgate-Palmolive-Peet 
Company, has been appointed director of market research of Standard 


Brands, Inc. 


Keresey Resigns from Lord 
New York, Aug. 22.—Thomas M. 


dent of Lord & Thomas after eleven years in this post. 


& Thomas Staff 


Keresey has resigned as vice-presi- 
He was previ- 


ously advertising manager of International Mercantile Marine Company. 


Wagener Space Buyer at Fuller & Smith & Ross 


New York, Aug. 22. 


John F. Wagener has been named space buyer 


at Fuller & Smith & Ross, New York, succeeding C. T. Williams, who 


has resigned effective Sept. 15. 


| 1849 and remodeled in 


standards 


Last Decade Shows Pro- 
hibition as Ultimate 
Aim, Is Charge 


New York, Aug. 20.—The actions 
and utterances of government offi- 
cials during the past decade fit into 
pattern of “antagonism toward 
advertising” with control, regula- 
tion or prohibition of advertising as 
the ultimate objective, the Ameri- 
can Newspaper Publishers Associa- 
tion charged today in a blistering 
attack which singled out the De- 
partment of Agriculture, Assistant 
Attorney General Thurman Arnold, 
the Federal Alcohol Administration 
and “certain elements” in the Fed- 
eral Trade Commission as the chief 
culprits 

Asserting that publishers support 
efforts to eliminate false and mis- 
leading copy, and have themselves 
voluntarily accomplished much in 
that direction, the ANPA neverthe- 
less held that governmental agen- 


|cies have used the term “false ad- 


vertising’” as a mask with which 
to cloak “a very evident desire to 
restrict or prohibit all advertising 
or to subject it to government con- 
trol.” Such practices, the associa- 
tion said, “have been and will con- 
tinue to be protested by those 
sincerely interested in advertising.” 
Recall Jones Dairy Case 
The ANPA's recital of anti-adver- 
tising attitudes ranged from hair- 
splitting by copy censors to state- 
ments by OPACS director Leon 
Henderson pointing toward a cur- 
tailment of promotional effort. 
Among the “absurdities” men- 
tioned was an order by the Bureau 
of Animal Industry in 1933, calling 


for the deletion in Jones Dairy 
Farm sausage advertising of this 
jingle: 


Most little pigs go to market 

The best little pigs go to Jones. 

This copy was said to be mislead- 
ing because all the “best little pigs” 
did not necessarily “go to Jones.” 
The ad also included a cut of the 
Jones farmhouse originally built in 
1868. This 
was ordered deleted by the Bureau 
because it might lead people to be- 
lieve the sausage advertised 
actually made in the 
kitchen, 

(Details of this unusual case were 
first publicized in the Dec. 30, 1933, 
issue Of ADVERTISING AGE.) 

More recently, the ANPA re- 
called, an FTC order attained an 
equal degree of absurdity. The 
reference was to a decree requiring 
certain) monument companies to 
cease and desist advertising certain 
stones as “everlasting” or as “en- 
during forever” because such claims 
are exaggerated. 


was 
farmhouse 


Sees Much Evidence 


While crediting the FTC with 
having accomplished beneficial re- 
sults in cleaning up dishonest ad- 
vertising, the ANPA obse.ved that 
there is a decided bias against ad- 
vertising among some staff mem- 
bers. The investigation of distribu- 
tion costs and probe of department 
and chain store advertising practices 
were cited as evidence of this atti- 
tude. 

The ANPA indictment mentioned, 
among other examples of anti-ad- 
vertising sentiment in government 
circles, pressure by the Consumers’ 
Counsel of the Department of Agri- 
culture in behalf of mandatory food 
and grade labeling; the 
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ADVERTISING AGE 


August 25, 194) 


Consumers’ Guide published by the concerns using successful advertis- 
same agency; the report of the ing is directly related to the place 
Temporary National Economic that the United States holds as the 
Committee: the attention directed | outstanding and most efficient pro- 
toward advertising of big com- ducing country in the world with 
panies by Senator Murray’s com- the highest standard of living? This 
mittee to investigate the problems good fortune has come to the Amer- 
of small business men; and recent ican people through their own 
legislation introduced to impose efforts, perseverance and toil and 
taxes on advertising expenditures. not as a gift from government.” 

In contrast to the attitude in ————- 
Washington, the ANPA remarked, | Collette Continues as 
is the stand taken by the British | M 
government on advertising prob-| Ferry-Hanly anager 
lems. Several important depart- An item in the Aug. 18 issue of 
ments abroad have evinced a faith Free ag ee oe oe 
; advertiai alent tah. | fie rimm, who has le e 
severing by Fang ene Chicago office of Ferry-Hanly Com- 
pany to become vice-president and 
Chicago manager of Spencer W. 
Curtiss, Inc., as manager of Ferry- 


3 Hanly’s Chicago office. 
Asks Greater Awareness Mr. Grimm had been in charge | 


“It is plain that more interest| of industrial accounts in that office. 
should be taken in what is happen- Charles L. Collette, for the past) 
ing to advertising by people other | eight years in charge of the Ferry- | 
than those directly engaged in pre- | Hanly office” in Chicago, continues 
paring, paying for and printing ad- | 3S — and manager of | 
vertising,” the ANPA asserted. “Our aS GENe, ™ 
entire economic structure is under ’ 
attack and a great strain is being Takes Father's Post ' 
placed on our economy by the na-| Helen Mildred Owen, since 1928) 
tional defense program and war de-| Managing editor of The Instructor, | 


velopments throughout the world. | Danville, N. Y., has been elected | 

“Has there been any recognition | Presiden nt of F. A. Owen Publishing 
; Oy : : ws ompany, Danville, a position her 
= Washington and in the 48 state, father held until his death in 1935. 
capitals of the nation that the prog-| She succeeds Harold G. Fowler, who 
ress made in the United States by| resigned because of ill health. 


lished advertising agencies to pre- 
pare and place copy in leading 
media at full rates. 


| heard 


PAA Lashes at 
Fallacies in 
New Campaign 


Cooperative Drive Hits 


Misrepresentations in. 


Four Newspaper Ads 


Los Angeles, Aug. 21.—The 
Pacific Advertising Association 
launched its first newspaper adver- 
tisement in a series of four to 
| defend advertising this week. Lash- 
ing sharply at uninformed critics 
whose attacks on advertising have 
been widely circulated, the aim of 
the series is to break down and 
answer the three most frequently 
indictments of advertising 
and present the case for adver- 
tising. The Los Angeles advertise- 


| ment is calculated as a test, and the 
j}advertisements will eventually be 


run in 11 Western states. 

Appearing in 
twelve-inch space, the first inser- 
tion asks, “‘How much do you think 
advertising costs? 100 to 1 your 
guess is too high!” The copy ex- 


five -column by 


ROY is a “hot spot” for sales these 


est cost major market, now estimated to 


days as vocational schools, striving to have soared to $53,548,000 a year. 


fill the needs of the United States Arsenal. 


machine tool plants and other area de- 


fense industries, 24 hours a day of The Record 


10-week 


“keep” 
to put new hundreds through 


° » ° ° »dv~ 
training courses that turn them into big- body 


° = ee . , 9 
earning machinists and technicians. ers for only 12 


THE TR 


As these men “graduate” to pay en- 
velopes they add fresh force to the pur- 


chasing power of the Empire State's low- 


dailies. by which you can reach 


THE TIMES 


The Record Newspapers 
J. A. Viger. 


Ltilize the sure-fire sales-making power 


Newspapers, sole Troy 


“every- 


in this market of 115.264 consum- 


e per line. 


OY RECORD 
RECORD 


Advertising Manager 


SELLS ADVERTISING 


How advertising helps 
/ower the cost of goods 


—brings more soy to living! 


| é 


' 
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One of the striking advertisements being 

published on the West Coast over the 

signature of the Southern California 

chapter of the Four A's, as part of the 

organized advertising drive to inform 

consumers of advertising’s place and 
function. 


ally costs, speaking from a concrete 
illustration: a ten cent can of soup 
that retailed for 12 cents 15 years 


advertising cost per can is $0.0036. 
The selling argument is aggressively 
slanted to urge readers to correct 
misstatements when heard, and to 
refute vigorously the argument that 
it is the cost of advertising that 
adds to product price. Twelve typi- 


| quoted in the advertisement. 
Written by Don Belding 


| 
| This advertisement and the next | 
| three in the series were written by 


| Don Belding, president of PAA and | 


| general manager of Lord & Thomas, | 
| Los Angeles. The coming insertions 
} will deal with “How advertising 
|helps lower the cost of goods,” and 
|such fallacies as, “Business men, 
|because of profit motive, cannot 
| possibly operate in the consumer 
interest’; and “Advertising exag- 
gerates, insults people’s intelligence 
jand lowers the moral tone of the 
| community.” 

| The campaign is cooperative in 
{the first sense of the word, with 
space and_ production facilities 


| . 
|donated by newspapers running the | 


| copy; cuts for the first series of four 
donated by engravers and type set- 
ting by typographers, and_ the 
American Association of Advertising 
Agencies is paying incidental ex- 
penses and mailing 4,000 copies of 
the campaign to business men in 
the Los Angeles area. 

Through the efforts of advertising 
clubs, newspapers in 19 major cities 
in the West have offered to run the 
advertisements, and PAA expects, 
once the campaign is rolling under 
|full power, to obtain the coopera- 
|tion of more than 200 newspapers 
in 11 states. 

The campaign is the outgrowth of 
plans formulated during the past 
lyear, and completed during the 
lrecent PAA convention at Santa 
Barbara, reported in ADVERTISING 
| Ace July 7, and is under the direc- 
|tion of Charles W. Collier. 

The newspaper drive is only one 
phase of the defense effort which 
‘includes radio speakers, consumer 
!eouncils and having objectionable 
| books eliminated from libraries and 


| plains how much advertising actu- | 


ago, and pointing out that the| 


cal examples of advertising cost are | 


13 Papers in New ‘ 
Newspaper Group: 


Details Revealed 


Will Sell Two Sizes of 
Space; Discounts Up +o 
20% 


New York, Aug. 22.—Newspa) er 
| Advertising, Inc., new newspa) er 
_picture-page selling group organi ed 
i\by Wilder Breckenridge, forn er 
| sales manager of the Bureau of © 4- 
| vertising, will accept orders start) ig 
Sept. 29, ADVERTISING AGE learned 
today. 

Newspapers in the group are | j¢ 
Atlanta Journal, Boston Globe, C i- 
cago Tribune, Cincinnati Tims- 
Star, Cleveland Plain Dealer, !ies 
Moines Register and Tribune, Inli- 
anapolis News, Milwaukee Jourval, 
Minneapolis Star Journal and Tr b- 
une, New York News, Philadelphia 
Inquirer, Pittsburgh Post-Gazvctte 
j}and St. Louis Post-Dispatch. 

The discount schedule _ ranges 
|from 7% to 17 per cent for 600-!ine 
| units based on frequency of from 13 
|to 52 insertions, and discounts of 10 
to 20 per cent on 1,200-line units on 
\frequency of 13 to 52 insertions. 
| These two units—600 and 1,200 lines 
—are the only ones to be sold, 
|all papers in the basic group must 
be used. However, advertisers wil] 
be permitted to change product copy 
| without extra charge to meet spe- 
cial market conditions. 

A maximum of two pages per is- 
sue, consisting of two 1,200-l\ine 
units or four 600-line units of ad- 
vertising, will be available for any 


given day of publication. 


Philco Advances Gubb; 
‘Makes Other Changes 


Larry E. Gubb, former executive 
| vice-president, has been elected 
chairman of the board of Philc 
Corporation, Philadelphia. Simul- 
taneously, the following promotions 
were made: John Ballantyne, ad- 
vanced to vice-president from treas- 
urer, and W. R. Wilson, former con- 
‘troller, to take his place; Thomas 
A. Kennally from general sales 
|manager to vice-president in charge 
|of sales, and James H. Carmine, his 
assistant, to become general sales 
| manager. 


Shorten Contracts 


The American Home, New York, 
and McCall Corporation, New York, 
for McCall’s and Redbook, have 
shortened contract periods for ad- 
vertisers to three months. Ameri- 
can Home’s new policy is effective 
at once, with present advertisers 
protected, and McCall Corporati on’s 
present rates will hold until « A pril, 
1942, issues. 


Mischka to Harshe 


Z. H. Mischka, former editorial 
staff member of Gulf Publishing 
Company, Houston, has joined Wil- 
liam R. Harshe Company, Chicag®, 
to head an industrial relations and 
publicity department. 


Monarch to F&S&R 


The Monarch Machine Tool ( om- 
pany, Sydney, O., has named Fulle 
& Smith & Ross, Cleveland, to 1a?- 


; dle its account. Business p per 
| public schools. will be used. 
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A Magazine “Break” 


The United States News scored a historic scoop this week. It was the first 
magazine in America to print photographs of the momentous Roosevelt-Churchill 
conference. 


The pictures were released at Washington by the White House—three on 
Thursday, August 14th, and five on Friday afternoon, August 15th. They were sent 
by airplane express to our production office in Dayton, Ohio, where they arrived 
during the evening of that same Friday in time to catch the printing schedule of 
The United States News which calls for “closing hour” Friday night and transpor- 
tation throughout the country over the weekend so that from Boston to Los 
Angeles copies were received on Monday, August 18th. 


This is not an extraordinary schedule but a piece of routine for The United 
States News for every week since January 1, 1940, we have been delivering our 
magazine on Mondays with the national news of the preceding week — Monday 
through Friday 


analyzed and interpreted for the persons in positions of respon- 
sibility throughout the United States. 


We call attention to this, merely to remind advertisers and advertising 
agencies that you can have virtually the same speed in the publication of your 
timely advertising copy. Reserve your space by wire or telephone on a Thursday 
or even a Friday morning but be sure your plates, or glossy proofs from which 
suitable plates can be promptly made, are actually in our Dayton, Ohio, office not 
later than 7 p.m. Fridays, and we'll give you coast-to-coast distribution to our sub- 
scribers on Mondays. 


THE UNITED STATES NEWS 


Washington 


Daniel IV. Ashley, Director of Advertising, 
30 Rockefeller Plaza, New York 


NEWS NOTE: The United States News had the largest percentage 
increase in dollars of advertising revenue, comparing the first six 
months of 1941 with 1940, of any magazine in America—more than 
5 per cent. 
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Automotive Jobber Hero 


of Hastings Brochure 


The role of the automotive job- 
ber in the defense of a mechanized 
nation is the subject of a new 
brochure, “Convoys on Wheels,” put 
out by Hastings Mfg. Company, 
Hastings, Mich., and its agency, 
Keeling & Co., Indianapolis. 

The brochure stresses the impor- 
tance of motors in trucks, tractors, 
and passenger cars, and points out 
that the care for these sinews of 
the national defense effort falls on 
the automotive jobber who handles 
the replacement parts so essential 
to any mechanized operation. Hast- 
ings is the maker of Steel-Vent 
piston rings. 


Adds Washington Bureau 


Sterling Beeson, Inc., Toledo ad- 
vertising agency, has set up a bu- 
reau in Washington, D. C., to aid 
clients and Toledo industries gen- 
erally in obtaining information, 
data, and action in situations in- 
volving defense contracts and pri- 
ority rulings. 


RECONSTRUCTED ADVERTISING 
SCHEDULES 


Tells the Who-Where-When & How Much 
of Business Paper Advertising 


BRAD-VERN’S REPORTS [iiisuinc’ n'y 


Consumer Disagreement 
Slows Informative Copy 


Manufacturers’ Sales 


Promotion Studied for 
Factual Content 
New York, Aug. 20.—Lack of 


agreement among consumer leaders 
as to what “informative” factors 
advertising copy should contain was 
cited this week by the Committee 
on Consumer Relations in Adver- 
tising as the chief reason for the 
failure of national advertisers to in- 
clude these elements more fre- 
quently. The observation was based 
on an exhaustive analysis of manu- 
facturers’ sales promotion material 
in eight different product classifica- 


| tions. 


The survey disclosed that national 
copy more of an infor- 
mative quality than the barrage of 
criticism leveled against advertising 
would indicate. At the same time, 
however, the committee’s findings 
showed that several of the most im- 
portant factors enumerated by con- 
sumer spokesmen as essential to 

flicient buying—notably data on 


possesses 


ing 


product quality, construction and 
manufacturing processes—are often 
not found in national advertising. 


Draws Up Check List 


Products covered in the study 
were sheets, blankets, packaged ce- 
reals, canned fruits and vegetables, 
cosmetics, carpets and rugs, wash- 
machines and_ refrigerators. 
Media included newspapers, maga- 
zines, direct mail, packages, labels, 
sales manuals and miscellaneous 
booklets. 

In formulating its procedure for 


the project, the committee prepared | 


a separate check list of all possible 
informative elements for each prod- 
asked to 


were state 


jfactors they regarded as significant 


}to consumer 
}/move 


buying. The 
produced a general lack of 
unanimity among consumer leaders 
as to what information should be 
furnished for the various products. 
Commenting on this point, the com- 
mittee said: 

“Any consideration of the prob- 
lem of informative advertising or of 


Our sixteen years pushing products past — 


"Checking consumer demand I often 


ask, 


person replies: 


‘How is it you know about this 
item?' Most frequently it seems the 
‘I hear their pro- 


gram over WBBM.' I believe WBBM 
does a big job convincing customers 
to ask for specific brands. This, of 


course, 
tainly appreciate it." 


Harris Pharmacy, Chicago, Illinois 


creates volume and I cer- 


50,000 WATTS 


The Best Ad Testing Machine 


—has taught dealers that WBBM is the most 
effective sales-making station in Chicago and 
the rich Lake Michigan region. Conscientious 
dealer-backing is a basic reason why WBBM 
can do the most effective sales job for you... 
and why, since 1925, this single station has 
carried the most—and most effective—radio ad- 
vertising to America’s second market. 


"I know my customers. And I know they 
get a lot of their buying ideas from 
WBBM-——have for a long time. Though 
Manitowoc is 176 miles from Chicago, 
WBBM comes in clear as a bell—my 
cash register bell. Naturally I 
stock produets your bulletin shows 
are advertised on WBBM. They have 
proven fast-movers—-which means 


profit to me." _ 
Watt Silty. 


Manitowoc, 


Wisconsin 


Two surveys have shown Chicago dealers prefer 
WBBM over any other station by 30% margin. 


wee, 


CHICAGO 


Owned and Operated by Columbie Broadcasting System 


‘ Represented by Radio Sales: New York, Detroit, 


St. Louis, Charlotte, Los Angeles, San Francisco. 
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what | 


latter | 


advertising’s past performance in 
providing information would be in- 
complete if it did not take cogniz- 
ance of the lack of agreement as to 
what exact items of information are 
pertinent and useful to consumers. 
Consumers are agreed that, in gen- 
eral, precise factual information 
about product composition or con- 
struction and about performance 
qualities in actual use are the cate- 
gories of information which they 
desire. It must be admitted, how- 
ever, that for most products there 
has not been widspread agreement 
as to the exact points of product 
specification wend performance which 
are most significant, what the toler- 
ances are, or how information on 
these points shall be described or 
expressed. 


More Specifications Needed 


“Advertising has picked up some 
of the factual items of the kind 


| described. But, as the present study 
uct, in addition to which consumer | 
| leaders 


shows, specification and perform- 
ance data have been carried in 
media advertising only incom- 


pletely, although on labels and in- 
formation booklets a more thorough 
listing of the items of information 
has been given. There can be little 
doubt but that media advertising 
will give more factual information 
when all interested groups reach 
general agreement as to the kinds 
of information advertising should 
contain and when it is evident that 
it is on the basis of such informa- 
tion that tomorrow's consumers wish 
to buy.” 

The committee referred to 
the absence, except in a compara- 
tively few cases, of “universally ac- 
cepted and_= scientifically feasible 
standards for the characteristics 
and performance qualities of goods.” 
Without such standards, no group 
consumers, advertisers or govern- 
ment—can carry On a program of 
informative sales promotion, the 
committee asserted. 


also 


Frequency Breakdown Given 


A breakdown of the frequency of 
inclusion of informative factors in 
advertising literature showed refrig- 
erators in first place with washing 
machines second. Then, in order, 
came packaged cereals, cosmetics, 
blankets, sheets, canned fruits and 
vegetables, carpets and rugs. An- 
alysis of the findings for the indi- 
vidual products included the follow- 
ing highlights: 

Washing machines and refrigera- 
tors—all construction details were 
mentioned several times in wash- 
ing machine ads. A 
formative material was available at 
the point of sale. Emphasis in 


refrigerator copy was on economy | 


of operation, efficiency of perform- 
ance, design and distinctive features 
Refrigerator performance was not 
as adequately treated in 
advertising as were details of con- 
struction. Also lacking was much 
information dealing with care and 
use of the product. 
was completed, however, several 
refrigerator manufacturers have in- 


itiated informative labeling  pro- 
grams. 

Cereals Do Well 
Packaged cereals—the items of 


specification or quality characteris- 
tics were given with surprising fre- 
quency in the advertising of pack- 
aged cereal products. This includes 
principal ingredients, processes of 
production, number of servings per 
package, nutritional value and di- 
rections for use or preparation. The 
utility value of the package was a 
prominent item of information 
found in most of the advertising 
and 
products. 


Cosmetics—about 90 per cent of | 


the advertisements devoted space 
to a statement of the uses of the 
product and instructions as to use. 
The qualities or characteristics of 
cosmetic products as a class were 
not discussed in the advertising nor 
were explanations of technical terms 
describing ingredients, etc. given. 
Some of the advertisements de- 
scribed simple consumer tests which 
might be applied by the consumer 
in making a choice of the product. 

Sheets and _ blankets—durability 


of product, benefits of use of a par- 
jticular brand and range of qualities 
manufactured and available to the 
in most | 


consumer were mentioned 


wealth of in- | 


general | 


Since the study | 


promotion of packaged cereal 


— 


advertisements. A moderate pro.~ 
portion of sheet ads contained some 
specifications, such as thread count. 
weight and breaking strength. In- 
formation of this type was generally 
available in booklets prepared by 
the manufacturer. 


Base Criticism on One Medium 


Canned fruits and vegetables— 
the list of specifications or quality 
characteristics against which food 
advertising of various kinds was 
checked was an exhaustive one. It 
is, therefore, not surprising that al] 
advertising did not contain a high 
degree of reference to all of the va- 
rious items. Size of piece and color 
or appearance of the product were 
given frequently as were such im- 
portant intangibles as flavor, ripe- 


|ness and other qualities. 


Carpets and rugs—all advertise- 
ments gave information about the 
design or style characteristics of 
rugs. However, there was but little 
reference to construction and dur- 
ability of product. Most carpet and 


rug advertisements did contain an 
invitation to send for descriptive 
booklets. 


The committee stressed the fact 
that while information of the kind 
sought by consumers is often absent 
from national media, it is frequently 
found in supplementary material, 
such as labels and booklets used by 
the advertiser. Consumers have 
based much of their criticism on the 
absence of information in only one 
sector of the advertising process 


Booklet Tells How 
to Sell to U. S. 


A pamphlet outlining procedures 
to be followed by business men 
seeking to sell civilian goods to the 
government has been prepared for 
free distribution by the Department 
of Commerce. The booklet, “How 
to Sell to the Government for Civil- 
ian Needs,” may be obtained by 
writing to Washington or to any 
Commerce Department field office 

The pamphlet points out that gov- 
‘ernment purchasing methods are 
|not likely to be changed radically 
because of the defense emergency 
Those who wish to bid on govern- 
|}ment contracts must write the Pro- 
curement Division, Treasury De- 
partment to ask to be listed t 
‘receive bid invitations. 


Broadens Use Tax 


Louis M. Nims, head of the Mich- 
ligan board of tax administration, 
|has declared that the state use tax 
;}complements and protects the sales 
tax and that it is an important fac- 
'tor in protecting Michigan business 
against outside competition, and 
that accordingly the use tax divi- 
sion was being expanded to afford 
broader compliance with the statute 
Use tax revenue for 1941 is indi- 
|cated as a possible $2,000,000. 


The OAP helps you to SELI 


MORE local linage. Hf you dont 
know that don’t tell my boss. He 
is at the bottom of these ads. 
I'll have to go to work if you 
do. Vd rather write advertising: 
But... if you already know that 
our OAP helps newspapers 
sell more local linage. put your 
thumbs in your ears (if you can 
get “em in) for I'm going 


| yawp it so loud they'll hear me g 
| Sin Portland, both oceans. The S 
z OAP is being used by a bunch 7 
of metropolitan greats to help = 

S them to SELL. make more * 
4 money, live happily ever @!e 5 
‘4 get and keep more merchants. S 
who advertise, and BRAG about 3 

® it. Ask for our BIG red (de-ctl 
5 tive) brochure. Tell us that 
7 WORDY told you. [I’m up above. : 
. .] 4 
= OREN ARBOGI ST ; 
= ADVERTISING 
- Thirty N. Michigan Ave 3 
e CHICAGO . 
2 To HELP NEwsparens T 


s hla oe prey / eee yp page ney Bats ete “aoa ee . ee ee Lee ge IE 
eae . re  —————EeEeEeEeEeEeEeEeEeEeEeEeEeEeEEEeEeE=—— — 
cn 3 _ 

_______ 
a 
ia 
Se 
ot 
S ee 
a 
ee 
a. i 
a a 
. 
a. ¢ 
a é 
ay a“ a - 

a “— f | 

Pe i, f : 

a: ‘ be . a 
=i a hi ; _ 4 j ve 2 ‘ & il P 
sh e a . i ade } = - 

"4 . Ye —_" Fd tA i Oe 4 _ LL ie os 

Fg , ee SOO os HANK YOU - CAS i 

Teh , > ma » Ay ia/ a . — “2 

ay: Se me : a Bess ort ee 
= - * » — P ; 7 Eo ae ae ees). ; er 
. " ‘ s 5 ¢ bad : ee Rae - 
i mS fae: . We ry ieee oa i de 
te reais = : ge —— 
ets eg xi _——— 
= (al : Bs i “ss 7 i” +t, £ > = Sil 
cae vy _ ae antis. ; swan es 
a ( _ Corn Flay F : SwHI> F pow aa cow 
- tA _ El = . 00 2 a 
a Rs es. = q oo & 
“] a a eit a Ss x a GR, 
Be ~~ on (R % Se " piour ( ‘ —— - 
” he iT age | RISCO " - ae CAKE ren CAKE FLOUR Ve L 
— v EN gi -.¥ “ ; oe FLOUR ‘ ins 7 | 
Ps a ~ 7 —. CAKE ——~ Q fielc 

- ¢ +. SRY eats . = air 
a cal ang Sov © . ; | Lf Jun 
j 4 gee ai | six + i | Nav, 
. Na j 1 1 PS a t wth. 1 “ 

— | ttt ” { i to STOR, 
* zi 7 , | * oo yodrs 
4 ae } + _— Wack thet 4 Ok: 
. talking, you pr 
: tomers to by 
em | a See =: 

é —> Be shh 
| | Po on 
. ‘ ‘i FF total 

ee ! } j ‘ 

' - EE ee 

: if vi. *5,0 
: re 7 

Ss 7 . va ae o ~~ 

. = a 

me a 

td 

- pn 
° RTA ee : , 

: Lic: nee 

ee CP 

2! 

sa ” : LP " aes fue sean 
fy is gee a rey SE a a ee ee ee eee TE mrad a oe Go eh thee i Mie re ge gs : m, oo ee je eee ar wires 
4 a) 1 9 ee i 7 aa eS ‘. a — Soe Sie ue Ee ee est a ge f cay x i eer ee eee Satay. © errs ¥ Vi Go a gal 2 Prt 
3 bs i ie te as ° : ee a bade ay ogi Es aes Bate : “ - 5 me ssf oe fe Bee. Tite ‘ aa DA ia. 3 cm . Z = eee ae 2 7 sar ie re ie ee : ¢ Ss ~% ron 


i 
: 
“wea 
os 
4 
¥ 
: 


August 25, 1941 ADVERTISING AGE 5 


Oklahoma City’s $2,500,000 bombardment base at Will Rogers 
field has been dedicated. Construction shacks at the city’s $16,000,000 
aif motor repair depot are buzzing. And OPM records, released as of 
June 30, 1941, reveal that Oklahoma’s per capita value of army and 
navy contracts has jumped from $4.01 last February to $75.40 today! 

Based on present totals of $176,169,000 in defense allotments, 
Oklahoma stands in seventeenth place among all states in per capita 
value of defense contracts...in eighteenth spot in total dollar value. 

What this means to advertisers is indicated by the fact that the 
Oklahoma City plane depot alone, representing less than 10% of the 


‘otal, promises to add a permanent payroll increase of more than 
$5,000,000 annually in the city. 


Cash farm income for Oklahoma for the first five months of 1941 
soared 16‘, above the same months of 1940. Followed a wheat crop 
six million bushels above the ten-year average, selling at the highest 
price since January, 1938. Prospects for the fall look even brighter with 
cotton at peak price since October, 1929. 

Appliance dealers in the smaller towns report sales 20, to 30% 
up from a year ago. Automobile dealers are limited only by the number 
of cars they can get. And Oklahoma City stores likewise have swung 
into high gear. Department store sales for the week ending July 19 
rose 25%, above 1940. Four week figures were up 21%. 

Such is the Oklahoma City market today...able and willing to 
buy ... waiting to be sold through The Oklahoman and Times. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY . 
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L. W. Marvin Quits as 
Florida Citrus A. M. 


L. W. Marvin, for the past five 
years advertising manager of the 
Florida Citrus Commission, has re- 
signed and will be replaced by 
Granville Rutledge of Young & Ru- 
bicam’s New York office on or about 
Sept. 15. When the state citrus 
commission was organized in 1935, 
Mr. Marvin was director of sales 
promotion and some time later took 
over the advertising manager’s post. 

During his incumbency, Mr. Mar- 


vin directed the spending of five | 
million dollars for advertising un- | 


der the first state-sponsored type of 
industry program. He plans to re- 
turn to New York. 


Beat Credit Shortening 

Wisconsin auto dealers and hard- 
ware retailers in Madison and Osh- 
kosh have taken newspaper space 
to urge prospective buyers on credit 
to make their purchases before the 
government curtailment goes into 
effect. 


PROVEN 999/1000%, 
PERFECT 


No More Confabs 
‘on Monopoly Order, 
FCC Indicates 


Court Action by Net- 
works Seen as Next 
Likely Step 


Washington, D. C., Aug. 20.—The 
long series of conferences between 
network executives and Federal 
Communications Commission offi- 
cials over the controversial monop- 
oly regulations are at an end, and 
the next move will be either for the 
chains to accept minor compromises 
worked out with FCC or seek re- 
dress at law. 

It was learned today that FCC 
has made its “best offer’ and no 
more confabs will be held unless 
unforeseen developments occur, 
|That conferences will not be re- 
sumed is indicated by that fact that 
none were scheduled for this week, 
}and Chairman James L. Fly will be 
'absent from Washington from this 
weekend until after Sept. 1. Since 
'the rules are slated to take effect 


Sept. 16, it is unlikely that further 


meetings will be held. 


Chairman Fly has stated at sev-| 


eral recent press conferences that 
practically all discussion with net- 
work heads has revolved around the 
time option problem. Several com- 


promise proposals have been dis- | 


cussed, none 


of them completely | 


acceptable to all parties concerned. | 


In recent weeks, he has expressed 
an optimistic view as to the outcome 
of negotiations. 


Stands on Principles 
FCC refused to back down from 
“principles’”” embodied in the dras- 
tic regulations. That FCC will in- 
sist, for example, that the National 


Broadcasting Company dispose of its | 


| 


| 


Blue network is accepted as a fore- | 


gone conclusion. 


That NBC will go | 


to court before surrendering its val- | 


juable property is believed probable 


here, although it is understood that 
no final decision has been reached 
by network bigwigs. 

If court action is taken, it is pre- 
sumed that NBC will be joined by 
the Columbia Broadcasting System. 
They are expected to claim not only 
that FCC’s rules are unreasonable 
but that the commission has no au- 
thority to go to such drastic lengths 
to revamp the broadcasting business 
to fit its pattern. 

If court proceedings are started, 


Suppose you were a “giant” of business or 


government (maybe you are) 
$$$ 
Motors . . 
sve Ws SD. OCR ss 


$$$ What advertising medium 


to reach you in any one of those jobs? 


$$$ 


you would read the one publication that re- 
ports each day’s news of business and world 
events, with clear understanding of your needs 


and the serious new problems you face today. 


$$$ 


and editorial organization both large enough 


and highly specialized enough 
well in your work. 


$$$ 


Suppose you were president of General 
. General Baking. . . 
. or United States of America. 


As regularly as you eat, sleep and shave, 


You would read the one with a news 


So when you buy advertising space, think 
of that. Count on The Wall Street Journal 


for the sure contact you must make with im- 


$$$ 


And 80°, of 


desks 
L.S. Rubber 


portant people 


business.* leaders in publie life. 


management executives in 


Its cost is low; its impact, astonishing. 
its subscribers read it at their 
where secretary, telephone and buzzer 


are at hand to convert interest in your adver- 


lising into action. 


would be sure 


Sell 


to serve you 


Wall Street Journal 


MANAGEMENT 
EXECUTIVES 


*Not only presidents and other officers, but such executives as purchasing agents, sales directors, plant managers, chief 


engineers 


a PENETRATION that mau amacte 


you, 


Sun-Maid Revises 
Confection Appeal 
with Penny Pack 


ALL LEVER BROS. 


se "Take Your Change » 
tS SS lron'' Slogan of New 
==: || Promotional Venture 


San Francisco, Aug. 21.—‘Ts -e 
your change in iron” will start « it 
Sept. 15 as the successor to te 
famous “Had your iron toda) 
slogan of other years when Sv \- 
|Maid Raisin Growers Associat: n 
‘launches a new promotional ca: )- 
paign designed to catch the oid 
pennies that trickle back to ‘.e 
housewife when the grocer males 
change. 

A half-ounce replica of the §j- 
This peculiar conglomeration of plugs ,OUNce Sun-Maid package, pac} ed 
for Lever Bros. products, combined with three dozen in a wax-wrapped ¢ 
a list of local dealers, appeared in | play container, and selling for a 
225-line space 5 columns wide in the | penny, will take the place of 1e 

Harrisburg, Pa., Patriot. | five-cent package that soared acruss 
the merchandising sky several yeiirs 
they will come before the Sept. 16\)ago, only to be replaced in s\b- 
deadline unless FCC sees fit to grant | stantial measure by candy and ot .e: 
another postponement in the effec- | confections. 
tive date—which is considered | The idea for the penny pack ge 
highly improbable. The first post- was developed when Sun-Maid « is- 
ponement was authorized only to! covered that many grocers were 
allow sufficient time for conferences. giving “change” for food stam; 

Wheeler May Act for which they are not allowed to 


ae give cash—in small merchandise 

Another . possibility is that Sen. jtems. A sudden spurt in the de- 
|Burton K. Wheeler of Montana|mand for the five-cent Sun-Maid 
might re-enter this picture. He in- package was traced to this practice, 


stigated the conferences in the first 
place, recessing hearings on the | purchases with a three or four-cent 
proposal by Sen. Wallace H. White, “change” item on them were being 
Jr., of Maine that FCC and radio filled out with packages of the 
be investigated in order to get FCC 
jand network men together around 
|the conference table. He could re- 
isume hearings, although that is a 
|long-shot possibility, or he could 
istart committee action on the White 


as it was discovered that food stamp 


raisins. 
Solves Packaging Problem 


As a result, Sun-Maid began ex- 
perimenting with the one-cent pack- 
, age, trying it out in 30 Los Angeles 
bill. ; stores last September, and subse- 

As chairman of the Senate inter- quently extending the test to stores 
state commerce committee, Sen. jin four other cities. The cost of 
- con = a oe whe ane Saee packaging the five hundred cases 

Ong s: ent on the radio controversy. needed for the initial tryout wa 
Should he set an early hearing date prohibitive, but when the ide 
on the bill introduced by Sen. White looked like a winner changes wer 
since the White resolution for an | made in the five-cent packaging ma- 
VCE Was tabled, the effect | chine, and the cost of carton and 
might be to cause FCC to pull in packing on the one-cent item was 
its horns and postpone the monopoly finally brought down to one-third o! 
effective date until legislative action a cent 
had been taken. The White bill In ten days from the beginning 
would clearly define FCC's powers | of the test sales of the one-cente! 
‘and make numerous’ sweeping ranged from 324 to 2,000 packages 

the > i ve ; « 9 « ~ ° os ie , ’ 
| changes in radio law and FCC set per store, and in May the averagt 
— sales of the penny packs were @ 

gross for each 2,500 population in 


R-R Boosts Ad Budget Los Angeles, Seattle, Houston 


Springfield, Ill., and Richmond, Va 
for General Shaver the other cities in which tests have 
_ General Shaver division of Rem- | peen conducted. 

ington Rand, Ine., Bridgeport, 
Conn., working from a budget ex- 
yanded six times over last year’s, ree oer ; . , 
will use 31 full pages in four col- National distribution ges - 
ors, 17% pages and a double truck |@¢hieved by mid-September, excep 
in two colors in a September to for the South, where distri uor 
Christmas magazine advertising| will not be complete until Novem- 
campaign. ber. 


Expect Quick Acceptance 


Included in the schedule are The innovation will be mercnan 
| ee nar ties oe r, — hg dised with seven half-page er- 
ortune, Liye, Ltverly, Loon, “4- | tisements in alternate weeks begit- 
tional Geographic, Newsweek, The ‘ 


Saturday Evening Post, Time and | ns Sept. 22 an Life, anc 
United States News. Copy will fea- | two-column, 12-inch copy 
ture the Remington Double-Header, | American Weekly in alternat: — 
Triple Header and Foursome from Sept. 14 to Dec. 7, as 
with copy in the trade press 
ever, the association is n 
vinced that grocers and co! 
alike will welcome the in! 
and that millions of pen 
can be sold with little ad ng 
effort or special promotion 

Lord & Thomas is the S 
agency. 


KMA 


Plan Mail Round Table 

The opening fall meeting of Asso- 
ciated Mail Merchandisers, New 
York, will be held Sept. 3 at the 
Hotel Pennsylvania. <A round table 
discussion, mail order clinic, ques- 
tion box and an idea exchange are 
scheduled. 


isk your 
fagency ~ 
COLONELI" 2 THE EARL MAY STATION 


THE MAIL STATION 
5000-1000 watts «+ NBC 


SHENANDOAH, IOWA 
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ADVERTISING AGE 7 


Never Underestimate the Power of a Woman! 


In the first 6 Months 
hens year, advertisers 
invested More Money 
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Plugs Shredded Wheat 


Promotion of National Biscuit 
Company’s Shredded Wheat as a 
whole grain food rich in vitamin 


B, is the key of a new newspaper 
advertising campaign now being run 
throughout the country. Large-space 
weekly insertions carry the story of 
Shredded Wheat’s place in the 
“Foods for Fitness’? drive, and a 
complete set of dealer aids is being 
distributed to retailers by the New 
York company. 


Sanders to Hiram Walker 

E. B. Sanders, former president 
of the Eilert Brewing Company, 
Cleveland, has been appointed dis- 
trict sales manager for Hiram 
Walker, Inc., Detroit, in the state 
of Ohio. 


\\ /Z 


“Boy, | must have dug up that half 
millivolt contour line of WFDP, 
Flint, Michigan.” 


\NBC Adds 21 Mexican 


Stations to Network 

Mexico’s largest network, compris- 
ing 21 stations, has become affiliated 
with the National Broadcasting 
Company’s Pan-American 
Programs carried on both the Red 
and Blue networks will be available 
to the new outlets. 

Negotiations were handled by 
John F. Royal, vice-president of the 
NBC International Relations De- 
partment, and Don Amelio Azcar- 
raza, head of station XEW, Mexico 
City. The latter’s 100,000 watts 
will be stepped up to 200,000. 


“Farm Journal” Sets 
Back Issuance Dates 


Farm Journal and Farmer's Wife, 
Philadelphia, has notified advertis- 
ers of a change in its new rate card 
and 77 whereby the publishing date 
of its November, 1941, and May and 
August, 1942, issues will be set back 
one week so that they will not be 
published before the 15th of the 
preceding month. 


David Quits FCC 

Nathan H. David, 28-year-old 
chief of the litigation section of the 
Federal Communications Commis- 
sion, has resigned to join the staff 


of William J. Donovan, coordinator 


of information. He joined FCC in 
1939 as assistant to the chairman, 
| later transferring to the legal staff. 


chain. | 


Quaker Oats Will 
Fight Patent Rule 
on ‘Oaties’ Mark 


Washington, D. C., 
Quaker Oats Company does not in- 
tend to discard “Oaties” the 


as 


brand name for its new cereal now | 


being introduced in test markets, 
and will institute court action here 
within the next few weeks in an 
effort to gain a reversal of the 
United States Patent Office ruling 
which upheld the contention of 


General Mills, Inc., that “‘Oaties” is | 
“Kornies,”’ | 


too close to “Wheaties,” 
and “Maizies.” 

The action will be taken by 
Browne & Phelps, Washington pat- 


ent law firm which represents 
Quaker in trademark cases. The 
case will be heard by the U. S. 
court of customs and patent ap- 


peals. The law requires that appeals 
from Patent Office rulings must be 
started within 40 days—not counting 
Sundays and holidays—and _ since 
the “Oaties” 
16 Quaker has until Sept. 2 to go 
to court. 

The Patent Office 


decision by 


VITAMIN 
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The medical profession hasn't got around to it yet . . . but the adver- 
tising business knows it well—Vitamin P is the profit vitamin that makes 
advertising pay off quickly in bigger sales and better profits. And 
THE NEW YORK TIMES MAGAZINE is rich in Vitamin P: 


Because it concentrates the power of America's leading 
Sunday advertising medium in the biggest and busiest mar- 


ket 


in the world 


Because it carries the power of America’s leading Sunday 
advertising medium into busy-buying markets all over the 
country. 


Copy testing? Ask us about our split-run facilities that enable you to make 
a profitable as well as an accurate test. 


> The New Hork Times Magazine 


Aug. 21.— 


ruling was made July | 


| First Assistant Commissioner Leslie 
|Frazer reversed the _ preliminary 
|ruling by the examiner of trade- 
|mark interference. The examiner 
|decided in favor of Quaker and 
|against General Mills because the 
court ruled in a case involving 
|'Yeasties Products, Inc., that the 
| trademark “Yeasties” did not inter- 
\fere with “Wheaties” and similar 
names. The court said in that case 
|‘‘they differ considerably in appear- 
|ance, sound and meaning.” 

In reversing the examiner's rul- 
|ing, Mr. Frazer rejected the theory 
that the current case is parallel to 
that decided upon by the court in 
connection with “Yeasties.” He 
pointed out that yeast is 
close to wheat, corn and maize as 
oats. 

He ruled: “I cannot escape the 
jconviction that many 
|upon seeing four breakfast cereals 
|displayed side by side on a grocery 
|store shelf, labeled respectively 
Oaties, Wheaties, Kornies and Maiz- 
ies, would assume they were all 
produced by the same concern.” 

Commissioner Frazer’s decision is 


final as far as the Patent Office is 
concerned, and Quaker’s only re- 


maining recourse is to go to court. 


cials_ said, 
| this ready-to-eat cereal 
|tinue without interference. 


Burton Bigelow Adds 
‘Four to N. Y. Staff 


Burton Bigelow 


Ira 
New York 
Buffalo Evening 
charge of news 
Stevenson, former 
account executive 


tives: 

of the bureau 

News, to 
coverage; 


be 


with BBDO, 


Harry Simmons, former 


creative department; and James A 


Worsham, dean of salesmanship at 
St. Louis City College of Law and | 


Finance, as service director. 


Sign Anti-Tax Petition 


Members of the Advertising Club 
of Springfield, Mass., have gone on 
out- 
|door advertising tax bill, and have 
Senators 
from Massachu- 
setts stating that .“‘a tax on adver- 
tising, regardless of its nature, will 
will 
harm the proper flow of products 
available for non-defense purposes.” 


|record against the radio and 


|forwarded a_ petition 
and Congressmen 


to 


defeat its Own purpose and 


not as} 


purchasers, | 


The adverse decision will have no 
immediate effect on the trial mer- 
chandising of Quaker Oaties, offi- 
implying that tests on) 
will con- 


Organization, 
|New York, has added four execu- 
S. French, former head 
of the 
in 
Paul 
copywriter and 
to 
head the field research department; 
Eastern 
sales manager for the Heinn Com- 
pany, New York, to be chief of the 


— 


B Magazines 
fo Carry Fall 
IES Lamp Story 


(Picture on Page 31) 


| Cleveland, Aug. 21.—The I. E. Ss. 
Better Sight lamp makers will use 
more magazines this fall than ever 
|before to put across their story of 
|reading comfort and eye protection, 
The list includes 23 leading national] 
magazines and one column and 
smaller insertions will be used con- 
sistently throughout October, No- 
vember and December. 

Ten issues of The Saturday Even- 
ing Post will be employed in the 
three-month period, and Life will 
be used once a month. Other papers 
on the list are American Home, 
American Magazine, Atlantic, Bet- 
ter Homes & Gardens, Cosmopoli- 
jtan, Esquire, Fawcett Women’s 
|Group, Good Housekeeping, Har- 
pers, House Beautiful, House & 
| Garden, Ladies’ Home Journal, Mc- 
|Call’s, National Geographic, True 
i Story and Woman’s Home Com- 
panion. 


“Has Everything” 


“The lamp that has everything 
|for everybody” will be featured in 
copy which points out the quality 
|guarantee of the I. E. S. tag which 
‘assures the buyer that the lamp is 
built according to all of the 54 ap- 
proved specifications of the Illumi- 
nating Engineering Society, and that 
it has been certified by the Elec- 
trical Testing Laboratories. Copy 
will be written for all members of 
the family, and cartoons will be 
used extensively. 

Dealers will be asked to tie in 
with the campaign, and trade pub- 
lications in the furniture, depart- 
ment store and lamp field will be 
employed for the purpose. Direct 
mail will also be used. 

I. E. S. Better Sight Lamp adver- 
tising is handled by Foster & Davies 
Cleveland. 


Defense Bus Copy Key 


Greyhound Lines, Cleveland, wi! 
use defense as a copy theme in na- 
tional advertising next spring and 
the rest of the year. Transporta- 


tion of friends and relatives t 
camps and defense centers and 
and transportation of soldiers 0! 


leave will take the spotlight. 


This is a brush. 
Leonardo painted with it. 4 
And what did he paint? 


A smile, 


of course 


SMileage is universal. 


(See Esquire’s ad 0) 
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You've heard the expression, “the sword of Damocles,” but do you know the story? Damocles was a big yes-man at the court of Dionysius, 
tuler of Syracuse. He wearied the wise old King by extravagantly praising his wealth and happiness. So the King arranged a luxurious 
|. banquet in honor of Damocles and seated him under a sharp heavy sword suspended by a single hair. Then he said, “Boy, keep your eye 
on that hair!’ In our business of making the finest engravings that money can buy we have learned that quality hangs— almost literally — 
by a hair. A little dust in the camera room can spoil a fine negative. The tiniest slip on the register table, due to human or mechanical 
‘tult, can mean the difference between hairline register and a sloppy set of plates. We keep our eye fixed always on the hair that means 
he difference between first quality and second best. That is why advertisers and agencies from coast to coast are glad to pay our standard 


tice for our unfailing standard of quality. 


“COLLINS, MILLER & HUTCHINGS “Aicage Photoengravers 
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PRESTIGE COPY STARTS 


pte eer eenbew Paw bers 
= Potton Via cmmevey 


FOR STEWART-WARNER 


thu f 


STEWART 


One of the color pages which will aim at selling the entire Stewart-Warner line 
and build prestige for the company's name. This magazine campaign is an addi- 
tion to product advertising, and is not designed to replace it. 


Stewart-Warner 
Aims at Building 
Product Prestige 


New Campaign to 
Stress Company's Ser- 
vice to the Nation 


Chicago, Aug. 20.—For the first 
time in its 29-year history, Stewart- 
Warner Corporation is launching a 
national advertising campaign 
whose primary purpose is to sell 
the idea of group-merit in the 
diversified list of products which the 
company sponsors. The new pro- 
gram will point up Stewart-Warn- 
er’s reputation for quality and pre- 
cision manufacture, and will be 
wholly aside and in addition to 
product advertising now running or 
scheduled to run in the future. 

In general the copy will be di- 
rected toward emphasizing the com- 
pany’s comprehensive service to the 
nation through production for na- 


@ ON JAN. 1, 1941 ST. LOUIS 


KWK WENT EXCLUSIVELY 


MUTUAL- + ASK YOUR RAYMER 


REPRESENTATIVE T0 SHOW 


YOU EVIDENCE THAT KWK 


IS A BETTER BUY THAN EVER. 


_ ST 


‘tional defense and to the country’s 
|citizenry through provision “for 
| better living, better farming, better 
| motoring and better production.” 
In the words of Frank A. Heiter, 
vice-president and_ general 
manager, the advertisements are in- 
tended “to present the entire Stew- 
art-Warner Corporation to the 
American public and trade.” 

The first in this series of full- 
page color bleed 
Tne Sat for the Aug. 30 issue of 


sales 


The Saturday 
|September Fortune, deals basically 
with Stewart-Warner’s Dual-Temp 


refrigerators with a marine illustra- | 


}tion prefacing copy on the com- 
| pany’s other products. Copy and 


illustrations in subsequent adver- | 
feature one major | 

product, at the | 
same time tying in other company | 


tisements will 
| Stewart-Warner 


| products by means of a fixed legend 
laccompa nied by. thumb-nail 
sketches. Above the 


| 
| Service’.” 
Although reference in all adver- 


| tisements is made to the company’s } 


activity in defense production, the 
oper program in no sense is used 
as a vehicle. 
Expect Many Benefits 
Other aims contemplated for the 
campaign are: 


l An educational program | 
whereby distributors, jobbers and 


dealers will learn of the inter-rela- 
tionship of the entire organization, 
each division lending sales strength 
and prestige to the other. 

2. Creation of a unified back- 
ground whereby a consumer's satis- 
faction with one product will stim- 
ulate interest in and acceptance of 
any other products carrying the 
Stewart-Warner label. 


3. By repeated advertisements to | 


impress potential Stewart-Warner 
,}customers with a picture of the size, 
standing, reputation, management 
‘and precision manufacturing implied 
by the company’s name. 

Copy also will take a look into 
the future to point out how the 
company is studying new materials, 
processes and methods in order to 
anticipate the needs of a post-war 
world. 

Hays MacFarland & Co., Chicago, 
handles the advertising. 


Tennerstedt to Rambeau 


Mr. R. Tennerstedt, formerly 
Western manager of McCandlish 
Lithograph Corporation, Phila- 


delphia, has joined the sales staff 
of William G. Rambeau Company, 
Chicago radio representative. 


advertisements, | 


Evening Post and /| 


company | 
|name in each ad will be the line | 
“Another Chapter in ‘Our Story of | 


To Jasper, Lynch 

Diesel American Oil Burner Cor- 
poration, New York, has appointed 
Jasper, Lynch & Fishel, New York, 
to direct its local New York news- 


2 FM Stations to Bow 


Two new commercial FM broad- 
cast stations are scheduled to start 
operations before the fall. Station 
W47P, Pittsburgh, will begin daily 


Macfadden Women’s 
Group Shifts Three 


C. O. Terwilliger, Jr., has beep 
named promotion manager of Mac. 
fadden Women’s Group. He wag 


paper advertising as well as its na- operation Aug. 28, while Station snare , asker galen xt 

tional account, which the agency W59C, Chicago, will inaugurate formerly eer the Eastern sales aff. 
’ ; “il > thing Ste , . .. | Mae Igoe, of the advertising depart. R 
has handled for the past five daily service about Sept. 1. This <2 ye ae : 
; ‘ , “ , : 4 ment, has been appointed assistan} Eas 
months. Copy, tying in with de- | will swell to 15 the total number of promotion manager t * 
fense priorities, will stress oil econo- |commercial FM radio stations in “eet ae z Dees Ge velc 

: ’ 2 Wesley Jones, former promotion ‘ 

mies possible through use of the the country. miamamer tae intend the eples at. full 
Diesel American burner. : g Bs elon a and 
on a special assignment in the foog : ‘ 
a . | elaccifi ; pol 
| Lists Weekly Paper Data _ “!#ssification. ee 
‘Penn Gets Sales Act The August supplement of the Launches Scrap Dri vert 
| An unfair sales act has been! annual Rate Directory of Country | a s ocrap ve for 
adopted and will become effective and Suburban Town Newspapers,| The Inland Printer, Chicago, has way 
in Pennsylvania Oct. 10, prohibit-| published by American Press As- | begun a drive directed to printers if os 
ing retail and wholesale sales below | sociation, New York, lists 1,000 |lithographers and _ electrotypers pero 
cost and defining costs as including | changes in ownership, advertising | urging them to scrap old type ang peer 
a 4 per cent markup in the retail! representation, rates and circula- |electroplates to be used in nationa| tess! 
field and a 2 per cent markup for| tion of weekly newspapers since the |defense and aid -to- Britain pro. prod 
| wholesalers. beginning of the year. grams. mak 


ie ae 
oe Y 
,. te i iv 45. 
——. on os og 
; me. i. A © Pa 33 ey 3 
Lem Po Taal EAN RR | ee be 
ey oF EET THE oO TIO \NAG b, * 
* 4 “ oe ae YR we . ” Wee ie ig Mg aa, Ly 
ee. , j J ; ;, y ™ yyy eee e bi 
ae me ry / SAA, i} 
“"s Mg Cee, Se eel vy gran Show J ae ey é eta ig 
= pee tas Le ee ae a ay ee : , y 
a) ae _ Ste ; a, 
— ; ” 4 Wits ° ios eee i‘ ‘, i 
pe — pe ; i tal : MMe Nile 5 m8 
; A, 2 il Perit, ww en” 2 i ae 
ay ee “J wae Hole V 
tas te 0 ly Oe , ms " n,m ? 
nes, rae ~ Ov alien ang 
ae ae a 5 tad ” ha, ie # G ‘ i 
oS: Roe ey, » z if ~ MOP “ty, Desi 1 q ‘ ‘ i f r te, 
Ne 7 : 4 $ y hy 
os r 1 y ‘i ; 3 gy) . i. aa “ste % Yi bs j (. 
eo pS ae a oui 
bili Pa La es a a 
=> ce, ae Mp, fay Wile fs é Wy 
pak: 4 f - Me 7h ie : a *” he Naas A nnn UU EEE SEEIEI SSI — 
ee: Ls VS ~~ “eae Ce 
Rees 1" “ o " Wy “ iio AM me 
au Ss f Bi 4 Fy 4 . ” ‘wane : ‘ ~&% a Sp gy haat wreaks 
a me Cee ee Ne 4 ’ 7 
ie - ) a? . os Roe a wh a H ns " 
. , 3 ‘ 5 * ea * eee a SF os starve * al * 4 
Vy ia ie Sees as ~ | : . ene i ai ten : 2 , 7 
ie ™ “a * oh Ee eo ‘s DC lhe aie Hage Wor genet es ‘= wt 
3 “tas &@ ' ee &. ? Th aa a ia wa yey ‘ - ee : wi 4 
ami Ty Pa e 4 A e 4 mM . a | %, ££ ee : 
= ‘s 4 ¥: ‘ , a ery wae” | at 
Pe ee 4 i { Way — seid és 
‘- ping ; | aa ee eg ; Minti Nuether ¢ / : “ae , m aa 
Be '@ “ig * 7 Fa ” 
Ps " my ; , oe 
. PERYE Der eV am PWEEAM Oe é . 4 
ae is. Seal 4 23 ~ fi ME 
.* a f Batiin ie ito P 7 : - : j 7 
= ber. | Je; ed ft a 1 
a ; rt oe oy: to hae tas bs pi we = ; > Pally 
5 wre t . ae” : [Sj aa 4 
jt a | Peller Liamoog m Rector Pvclinclivrns. ~s . et 
“e Bix: is bho pel aiaiisniete * rile Bae srt tyr Hialinney es a i tata it 4 “ ae = ; hae 
ons pie aos * i ie ec a ' i i , i aa « P 
ond Py riers PN Pp ee oe e wen Sy Fess, ay i , 7] _— a ~ 
— , . = cee - P ? “ 
= oa J ce 7 q ee. q 
— ¢£ a , 
Poe 4 ; - :. ne a: . — oS eee 
Le*: ,° Fase alee ~ ; : ie iy 4 — 
= é 3 meres eds. yn i. : cat Vee 
s 4 gaa oe ' ee ae eee ee he if 
ia : ; a ee 3 i a Begley ee. 
ae : ae 1 he rn, ¢ Se a Ae ee ee is 
: an i ee Se ee eS 
Ce 1h Ca ae mee ee hee i? 
or .% be ES Bee ee al aoe eS ee. ‘ 
oe be si or ae ee! =< see Se ’ ; - 
ie : i. te i, ne i Sait ; er 2 ae ‘ 
an 5° a ee 2 ole 
ie is ; ee ie. ee ee ee 
i { mi “a ! a fa 2a ae MG ie “ae Pg aap eee ams es ‘ 
its : <4 be a ee ame: a aa ee Fe se ; a ‘ 
re ; ne eae ee 
oy ee ; ' eee ee 5 
Mee ir. Me i 
aa '. ae Sag . eae a rs ie > 
7” i % : } 
; ihe: be i . 7 “7 % 
a z 4  . ; ‘i Om 
a ~ i J — / 9 AP > 
ee Lies. § 
a = * ig ° a 
m 2 s x we preg . ~ > 
a - y ‘ ; 
ie S47 ; : \ : 
<- yes ad : j a 
"te s 7 5 * » oa : . 
ig Ca ne . ' any a, , 
ad _—= nn ASS 
ae * : . 4 ¥ . 
sain : , p 
Fg Ta ae: : 5 ‘ . hs 
ete at ee 
ie, gee * : 
ra: ——— ia Saal oil ‘hs 
a ; siaiaiaicahdaa > oy : e , . 
ua aid J . " ‘ 
i saat 7 . pe ty 
y . en f ; . it = ae - » 
Pn, ; > tall ' ; ? ou 
, A > an 
; 
Cer ; . ; , ¥ 7 
a 
d ° or 
‘ - #; ee i 
: —— : , - ; a ee eye 
a — an elas ; : a , ‘ag 
: yy: 5 a es $ - ir es ee ie 
| ‘ — >» oo. 
2) 
way “ie Si = — ie 
= “a 7 an ay 4 4 
Pat ; ’ a ae — * 4 
a. i ; 7 "te 7 te” ae P 
a 
- (a 
‘ ae 
iy 
Fo 
‘ ee 
‘it re 
ea . - Oven - 
ee 
< 
ten 
7 4 
hey ‘ ce 
bee .. & este 9 j . : i 
bis “RD ge “eee = ‘ i & ie ae ae pee Soe Re ae : oie rid a x. gt “aed 5 Par ee a oa Ae. iy A ih ci . ae soak (See Phi lat ie 5 4 ; ny " 
. * * eees “Sr : ; E % i “é & oe eee ey i hee Eps ie es at bed ier on ee e, z ries © a os Bh pi hae, + * he ~uegs = i hag or ie aoe i, ee ‘+ “iy a ay 
os Pan)... oi Uy: VeRO? ee See ee yao Aes Ge th Se ae . Cy dt Pe SE Rae ae ae pits hp. & ase Php be 
EAs ug i> oe ie | ae 7" aa = Raia, Son > vig Pie te a re ae. i. rs ie 5 ‘gee band BS 


August 25, 1941 


ADVERTISING AGE 


Bi 


Color Prints 
Made Available by 
Eastman Process 


Rochester, N. Y., Aug. 19.—The 
Eastman Kodak Company has de- 
veloped a new printing process for 
fyll color prints in both professional 
and miniature camera sizes, and 


points out that its new find will un- 
joubtedly have repercussions in ad- 

rtising inasmuch as the demand 
for full-color illustration has al- 


plays. Also developed by the East- 
man company the Minicolor 
print for miniature cameras, and 
both sizes will be available through 


1S 


|dealers in September. 


The company warns, however, 
that the dies of the new prints may 


|change in time and that the prints 


are not warranted against changes 
in color. Displayers are cautioned 


against putting the prints in the 
glare of the sun because of the 
danger of the dyes’ fading. All de- 


velopments must still be made in| 


Rochester. 


Starts Ring Campaign 

A. H. Pond Company, Syracuse, 
has doubled its fall advertising for 
its 


Keepsake engagement rings. 
|The company will use Glamour, 
|Good Housekeeping, Hollywood, 


Life, Mademoiselle, Motion Picture, 
Movie Story, Photoplay, Romantic 
Story, The Saturday Evening Post, 
Screenland, Screen Life, True Con- 
fessions and True Experiences. Busi- 
ness papers, spot radio, dealer aids 
and direct mail folders will also be 
used. 


Joins Weiss & Geller 


J. E. Bloom, member of the 
Eastern sales staff of The American 
Weekly, New York, has resigned to 
join Weiss & Geller, New York, as 
director of merchandising and re- 
search, effective Sept. 1. He was 
previously vice-president and ac- 
count executive with Blaine-Thomp- 
son Company, Biow Company, and 
Federal Advertising Agency, New 
York. 


Save Gas—Ride Train 


Philadelphia and Western Rail- 


New Cranberry 
Sauce Gets Place 
in Growers’ Copy 


South Hanson, Mass., Aug. 21.— 
Ocean Spray jellied cranberry sauce, 
packed and marketed by Cranberry 
Canners, Inc., cranberry growers’ 


| cooperative, will be advertised in a 
|comprehensive schedule including 
‘color advertising in Better Homes & 
Gardens, Ladies’ Home Journal, and 
This Week and black and white in 
the above and The American 
Weekly, Good Housekeeping, Hol- 
land's, Household, McCall’s and 
Woman's Home Companion, during 
October, November and December. 

Offer of sauce cutters, which went 
over so well last year, will be en- 
larged upon, with November ads 
offering a turkey-shaped cutter and 
December ads offering a green plas- 
tic Christmas tree-shaped cutter. 
October ads will offer the first com- 
plete cook book ever published on 
canned cranberry sauce. 

While the bulk of the emphasis 
¢ will go to the jellied sauce, Ocean 
Spray whole cranberry sauce, a 
fairly new product, will go into na- 
| tional advertising for the first time. 
| This product has been glass-packed 
and marketed in a limited 
New England for some time. Auto- 
matic packing, which has now 
jreplaced hand packing, has reduced 
| production costs to the point where 
national marketing will 
|undertaken. 
| The company has just finished 
setting up a new factory in North 
Chicago for canning Wisconsin 
cranberries. The Wisconsin growers, 
who produce about 100,000 barrels 
|of cranberries a year, or about one- 
\fifth of the crop, joined Cranberry 
|}Canners last year. Approximately 
300,000 cases will be packed in the 
|North Chicago plant this fall 


_ | Ingraham Picks Davis 
WDSU Appoints Weed | Cc. E. Davis, previously vice- 


|president and sales manager of 

Station WDSU, New Orleans,| Warren Telechron Company, Ash- 

'NBC Blue outlet, has appointed | land, Mass., has been named sales 

Weed & Co., New York, as national | manager of E. Ingraham Company, | 
sales representative. Bristol, Conn. 


been balked by the difficulty 
¢ securing them in a good print 
form. The new Kotavachrome pro- 
fessional prints make possible re- 
roductions up to 30x40 inches, thus 
making possible use in dealer dis- 


way Company, operator of commut- 
ing trains from Norristown to 
Philadelphia, is using newspaper 
advertisements to urge conservation 
of gasoline in the interests of na- 
tional defense by riding the line to 
and from work. 


—_—~ 


area in 


now be 


It's more than that! It’s a symphony of satisfaction to this woman to “mother” these 
roses from baby-days and bring them to full-grown beauty, right in her own home. 


You ask: Aren’t fresh-cut flowers, fresh from the florist’s, just as attractive? Perhaps! 
But these roses were planted in her own garden, with her own hands. That makes them 
her roses. And that makes all the rapturous and emotional difference in the world! 


“ > From its very inception Better Homes & Gardens has recognized the great dramatic 
% WW tole The Garden plays in The American Scene. Yet it has not allowed this garden- 
*" enthusiasm to produce a lop-sided editorial program. 


Thumb through any issue. See how balanced the book is. See how each phase of 
suburban living gets its share of terse text and graphic picture. Home, garden, food, 
children... all come in for plenty of play. Above all, notice the emotional “feel” of 
Better Homes & Gardens. Notice how the editors get close to the readers because 
they touch the well-springs of life...the kind of 
life these people want to lead. 

And it’s the //fe they lead that makes them your 
best quality-mass market. It’s the book they read... 
Better Homes & Gardens... that offers you today 
the greatest readership in its history: 2,400,000 
above-average families, cager to know, able to buy. 
In short, America’s BIGGEST Suburban Home 
Market! Meredith Publishing Co., Des Moines. 


| Coty Repackages 
L’Origan; Starts Copy 

Following the repackaging of its 
| L’Origan products, Coty, Inc., will 
‘launch the first major campaign for 
this line in magazines and news- 
papers in September. 

Featuring the theme, “L’Origan 
|for your golden moments,” full- 
| page, four-color copy will appear 
in Cosmopolitan, Harper's Bazaar, 
\The New Yorker, Redbook and 
Vogue. One 600-line, one 300-line 
and two 120-line insertions are 
scheduled for 31 newspapers in 21 
cities The new packages, with a 
gold leaf as the motif, will illustrate 
the copy. J. D. Tarcher & Co. 
the agency. 
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Sales Managers Elect 
Stanley C. Patno of Fuller & 
Smith & Ross has been elected pres- 
ident of the Sales Managers Club of 
Cleveland. Other officers elected 
are Richard D. McLain, Hotel 
Statler, vice-president; Courtney W. 
Tourney, Acme Card System Com- 
pany, vice-president; and Elmer L. 
Wever, Standard Envelope Mfg. 
Company, secretary and treasurer. 


IT TAKES EMOTION TO MOVE 
MERCHANDISE... 
BETTER HOMES & GARDENS IS 


..»-more than just 
a radio station -- 


a Baltimore 
sFiirh NUNES SUAnUE institution! 


REACHING 2,400,000 FAMILIES 


Americas Biggeut Home Market 


GOING MUTUAL--OCTOBER*1 
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Small Business Emergency 


The national defense program | to industry necessary products for 
represents not only an emergency|the maintenance of normal living | 
for the country as a whole, but par-|and efficient industrial production. 


. ° | 
ticularly that section of our econ-| 


The fact that national defense 


omy referred to as small business.| has first call on our resources has 


This includes not only the manufac- 
turers employing only a few peo- 
ple, but also the thousands of mod- 
erate sized establishments having 
from 50 to 200 persons on their pay- 
rolls. 

Companies of this kind, which 
make up the backbone of American 
industry, have had comparatively 


|be supplied. But obviously 
'needs of the population must be 
met and the wheels of industry 


must be kept turning. 


| 


} 
| 


+ hes 


THE EDUCATED CONSUMER KNOWS HIS STUFF 


ts 
‘- “he ‘ 


re ; 
Information 


ee 


for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising ageno, 
executive writing on his busines 
letterhead. 


in Collier’s 


Ir., 


Whitney Darrow, 


"How do they stack up in Vitamin B,?" 


Ad-libbing 


We Are Shocked Dept. 

In his younger days, the con- 
ductor of Ad-libbing was not noto- 
rious for his delicate sensibilities, 
and was even known to listen, if no 


|\those things in other people’s pipes, 
but he’s actually been smoking 
them! 

Retail Emergency 


The Retail Merchants Association 


No. 1857. Wake Up the Heart 9; 
the Home. 
| There is a trend, says Ladies 


| Home Journal, toward the retury 
‘to dining room living—having 
/room where the family can get to- 
|gether at meal time. This brochur 
‘announces the Journal’s plans for 
|}encouraging this trend through edi- 
‘torial emphasis on livable dining 
room decorations, furnishings ang 
fixtures. 


No. 1858. Cincinnati Market Data 


The Cincinnati Times-Star ha 
|issued this file of data on the Cip- 
cinnati market, which includes in- 
formation on general business con- 
ditions, department store sales 
retail trade, and business indicator; 
such as banking, building permits 
lemployment, etc. It also include: 
\the Times-Star’s monthly bulletin 
showing planned payroll disburse- 
ments, by days, of leading Cincin- 
nati manufacturers for the mont! 


more, to risque stories, to pore in|°f Richmond, Va., which seems to of September. 
be one of the few retail merchants’ | 


| semi-secrecy over Boccaccio, and to 


|been interpreted to mean that no/|smirk in none too gentlemanly a 
‘other type of consumption should | fashion when a high wind tem- 
the | Porarily raised the hem line of an 
|attractive damsel’s 


skirt. That’s 
why he wonders if old age has crept 


up on him unawares as he ponders 
Thus the | : 


a release about Blue Swan Mills 


problem is one of determining the | panty-of-the-month and finds him- 


little part in the production of de-|of the current production of steel 


fense goods, except as subcontracts | and other basic materials which can He frame of mind. 
ease: 


have filtered down from the giant | 
corporations which necessarily have | 
carried the major burden of pro-| 
duction and expansion for defense. 


They are having increasing troubles ' materials 


be safely allocated to non-defense 
industries. And it should be remem- 
bered that many manufacturers not 
rated as direct producers of defense 
are contributing in an 


getting materials for the produc-| important way to the welfare of the 
tion of necessary goods for civilian | population and the efficient opera- 
purposes, and also for industrial | tion of industry, including that part 


maintenance requirements, because 
of lack of direct orders for compa 

Congress is disturbed by the pros- | 
pect of many of these manufactur- 
ers having to discontinue operations 
because of inability to obtain mate- 
rials, and is endeavoring to improve 
the situation for them. Certainly it 
would be a national calamity to im- 
pose such rigid requirements on the 
distribution of essential materials 


| consistently 
this type of production, there should 
/be ample materials for other types 


of it devoted exclusively to defense | 


production. 

Figures on actual production for 
defense indicate that this represents 
only a small part of our current in- 
dustrial output. Thus, allowing for 
increased volume of 


of manufacture, 
industries are 


provided defense 
not stocked up too 


as to make it impossible for thou-|far in advance of actual require- 
sands of manufacturing establish- | ments. If common-sense procedures 


ments to continue to operate, to | 
continue to provide necessary em- | 
ployment for a large section of the 
population, and to continue to sup-| 


of this kind are not employed, we 
may have a phase of national emer- 
gency represented by unemploy- 
ment on a huge and unnecessary 


ply to the civilian population and | scale. 


Post-War Planning 


Even though preparations are be- 
ing made to continue maximum de- 
fense efforts through 1942, business 
executives continue to emphasize 


the need and opportunity for post-| 


| 


war planning, to insure a transition | 
from military to peacetime produc- | 


tion without the shock which might 


otherwise accompany such a violent} 


shift in production and employment. 
Most authorities agree that it can 
be done, and most of them 
that the years immediately follow- 
ing the end of the world war may 
be, with proper planning and direc- 
tion, a period of real and balanced 
prosperity for the whole nation. 
Planning requires study of meth- 
ods, materials, machinery and mar- 
kets. Manufacturers are keeping 


their research activities going to 
make sure that when the opportu- 
nity for normal product develop- 
ment returns, they will have avail- 
able for production new and better 


insist | 


| 
| 


products which will win consumer 
acceptance and thus create addi- 
tional opportunities for employment 
and successful marketing efforts. 
The stress of war-time production 
is in itself forcing study of new 
materials, methods and processes, 
which may lead to better and 
cheaper products than were avail- 
able formerly. Just as the depres- 
sion compelled manufacturers to 
look about for improvements in 
their products and production meth- 
ods, so the pressure of national de- 
fense will open the door to improve- 
ments which might otherwise have 
been delayed for many years. 
Marketing and advertising meth- 
ods and procedures are subject to 
the same conditions as other depart- 
ments of business, and those in this 
field should be conscious of the need 


for careful planning ahead in an- | 


ticipation of the changes which the 


end of the war period will bring. 


| 


_rate at which defense production | self a little shocked, a little annoyed, 
must be supplied, and the amount 


and in pretty much of a_ head- 
shaking, what’s-this-world-coming- 


New Type Girls Panty Dedicated to 
t. Ss. Army 
Announcing that the garment was 


formally dedicated to the United 


States Army, Lawrence Boles Hicks, 
advertising manager of Blue Swan 
Mills, Sayre, Pa... and Empire State 
Bldg. N. Y. ©., revealed today that 
his firm had created a new type of | 


woman's panty, 
Yoo-Hooikins 


appropriately named 


The garment, Mr. Hicks explained, 
|} is being made of olive-drab material, 
| 60° cotton, 40% rayon, and will have 
ithe word “Yoo-Hoo” lettered across 

the left thigh. 

Yoo-Hooikins will be the Panty-of- 


the-Month for December, subscribers 
to the Blue Swan Mills Panty-of-the- 
Month 


merchandising program were 
informed Yoo-Hooikins takes its 
place among other creations of Mr 
Hicks in the Undikins family, con 
sisting of Minikins, Frillikins, Sissi 
kins, Moldikins, Flarikins, Smoothi 


kins, and Slendikins. 

Mr. Hicks was careful 
that the stimulus for the 
Yoo-Hooikins did not 


to explain 
creation of 
arise from the 


|}remarks made by any United States 
| Army general. Any event which oce- 
}curred recently, and which might be 
construed as the motivation for this 
undergarment creation, is purely co- 
incidental, he added, 


So Help Him, It’s Tobacco 

We don’t know whether Mr. G. T. 
Fleming Roberts of Indianapolis, 
Ind., is real or imaginary, but the 
letter from him which Larus & 
Bro. Company is printing in current 
|magazine advertising for Edgeworth 
jconvinces us that the enjoyment he 
‘is now getting out of stuffing Edge- 
| worth into his pipe has come to him 
only after a series of privations 
scarcely ever equaled. 
| “I’ve smoked tobacco that tasted 
like honey, that tasted like rum, that 
tasted like wine, that tasted like 
maple sugar, that tasted like nuts, 
that tasted like burning hickory, 
that tasted like 
moans. “I once smoked a British 
blend that tasted like somebody’s 
old tweed suit, so help me. 

“But Edgeworth—I can’t possibly 
explain it, but Edgeworth tastes an 
awful lot like tobacco! Possibly it 
is tobacco and not malt, not apples, 
not rum, not wine, not something to 
disguise the taste of a product the 
manufacturer is ashamed of.” 

Poor fellow, what a time he must 
have had. We've had a pretty bad 
time ourselves just smelling all 


Here’s the re- | 


sweet grass,” he | 


|groups ever to get anything done, 
/has just announced that due to the 
|oil shortage and the need for con- 
|serving fuel, members of the asso- 
|ciation will hereafter make only one 
peony a day. No merchandise 
will be sent on approval, and small 
packages must be returned in per- 
son. 

These are sensible moves which 
still give every shopper just about 
much service as anyone can 
|}want, and yet go a long way to- 
pwane cutting down the overhead 
lcost of the much-abused “service” 
‘of department stores and other re- 
tailers. 


We Hear from the Kiddies 

For several weeks now we have 
been contemplating the results of 
the latest poll of public opinion— 
this one a poll of child opinion 
thought up by William Reed, chair- 
man of the Reed Candy Company, 
Chicago. A variety of questions 
was asked, and here are some of 
the answers. You will have to 
|determine _ their significance for 
yourself: 

More than 27 per cent (between 
the ages of 8 and 13) believe the 
United States should go to war 
against Germany now; 20 per cent 
of the boys want to be pilots when 
they grow up; 10 per cent want to 
be soldiers; 5 per cent want to be 
sailors. Only 4 per cent, fortu- 
nately, want to be President, and 
jan equal number hope to become 
movie stars and policemen. The 
| greatest group of girls—19 per cent 
—want to be nurses, and 10 per 
cent would like to teach school. 

More than 71 per cent of these 
children get spanked, the boys run- 
ning a three to one favorite in this 
field, but despite this fact 82 per 
cent are not afraid of their fathers 
or mothers. War movies are tops 
with 20 per cent of the children— 


| ° 
as 


but 20 per cent of the girls and 6 
per cent of the boys like love 
dramas better. And 60 per cent 
|prefer airplane travel to any other 
mode of transportation. 


Jottings 

Down in Wichita Falls, Tex., a 
|score of local merchants cooperated 
with the local advertising club in 
|promoting “Send a Gift to Camp 
Week,” in which everyone was 
urged to send a gift to a known or 
/unknown pal in the armed forces. 
|Copies of the Wichita Daily Times, 
|carrying a full page plugging the 
idea, included a pasted-on fac- 


|simile of the label which all mer- 
chants had on hand to make it easy 
for donors 
along... 


to rush the packages 


only 3 per cent of whom are girls— | 


No. 1859. the 
Cities. 

Radio Station WHBF has issued 
this folder, which contains a maj 
of the station’s coverage, with 
\tabulation of vital statistics for the 
primary area and for the Daven- 
port-Rock Island-Moline metropoli- 
tan district. 


No. 1860. Excerpts from Forbes 

Forbes offers this four-page new 
letter, which is issued in advance 
of the magazine’s publication date 
and contains excerpts from _ the 
forthcoming issue. 


No. 1838. How 123 Products Actu- 
ally Sell in Syracuse. 

Brand preferences and_ buyin: 
habits covering 123 products ar 
shown in this new study issued | 
|Radio Station WSYR. The materi 
includes two surveys: one by pe! 
sonal interview method and t 
/other by woman’s club question: 
naire. A third section provides 
‘summary of the two. 


No. 1839. America’s New Army 
a Market. 

The market represented by th 
country’s growing Army is indicat 
in this report issued by The Guic 
Magazines. Personal interviews 
the post exchanges of Fort Sherid: 
and Camp Grant provide the figut 
on sales rank of numerous produc! 
and on magazine reading habits. 


WHBF and Tri- 


No. 1828. Coverage Maps. 


Radio Station KMOX has issue 
| these new day and evening covers 
|maps, which show, by county, . 
| primary, secondary and tertiary 
|tening areas, the number of rad 
| families and the weekly net circu! 
tion. 
No. 1799. Ahrens Survey of Drin* 
ing Habits in Top Rated Hote 
and Restaurants. 

Ahrens Publishing Company )* 
issued this report of its sixth aD- 
nual survey of drinking habits . 
patrons of top flight hotels 4% 
restaurants. It indicates tne — 
in the type of drinks purchased, = 
'tabulates brand preferences '" ° 
|various liquor classifications 


No. 1721. How You Can Use Lau" 
Improved Photo-Offset 


In this new _ brochure, — 
Process Company outlines '% * 
cilities and services, and illusté™ 
the speed, economy and fiexib!? 
of its photo-offset process Rep! 
ductions show many uses, from * 
simple, illustrated sales letter sodind 

inciue» 


more complicated layout, 
examples of color work and 
| tone. 
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Complete Set-Up | 
of Publishing | 
Group in OPM | 


Washington, D. C., Aug. 19.—A | 
15-man divisional committee to | 
represent the printing and publish- | 
ing i industry as a part of the pulp | 
and paper defense industry advis- | 
ory committee has been approved | 
py the Office of Production Man- | 
agemeé nt. 

The group includes four magazine 
publishers, four newspaper execu- | 
tives, six representatives of print- 
ing and the graphic arts, and one 
pook publisher. With minor ex- 
ceptions, the names are the same 
as those nominated by the industry 
at an organization meeting held 
here recently. 

The magazine representatives are: 
Fred Bohen, president, Meredith 4 
Publishing Company; A. L. Gram- Population 


mer, president, Street & Smith Pub- 


lications, Inc.; Marvin Pierce, vice- 
president, McCall Corporation; and 
James H. McGraw, Jr., president 
and board chairman, McGraw-Hill 5 


Publishing Company. 
From the newspaper field are: | 
Fleming Newbold, vice-president | 
and manager, Washington Star; 
JS Gray, editor, News, 
Mich.; S. E. Thomason, publisher, 


Manufacturing Establishments 
Chicago Times; and Paul G. Strom- 


berg, publisher, Times, Ellicott City, | 
Md. The book representative is 
George P. Brett, Jr., president, 


Macmillan Company. 

Printing and graphic arts are 
represented by Donald L. Boyd, 
Standard Printing and Publishing 
Company, Huntington, W. Va.; Les- Wage Earners 
lie H. Jackson, vice-president and 
treasurer, Stecher-Traung Litho- 


graph Corporation, Rochester, N. Y.; 
Edwin Lennox, president, American 
Colortype Company, Chicago; E. W. | 
Palmer, president, Kingsport Press, | 5 


Kingsport, Tenn.; Elmer G. Voigt, | 
vice-president, Western Printing & 
Lithographing Company, Racine, | 
Wis.; and Lee C. Werden, vice- 
president, Cuneo Eastern Press, Wages 


ne., Philadelphia. 


Inc. 
Gets FTC Trade Rules 5 y 


Trade practice rules for the 
beauty and barber equipment and 
ne supplies industry have been pro- 
mulgated by the Federal Trade 


\ Commission, and a trade practice 
‘ommittee set up by the industry to Manufactured Products 


put the regulations into effect. 


; The rules outline nine unfair 
: trade practices which are prohibited. 
mn- Among practices banned is imita- 
tion of competitors’ trademarks, | 
paying sales persons to push a par- 5 5 


ticular brand and misrepresenting 
price reductions which are in fact 
based upon fictitious quotations. 


“ @ Gets Cracker Account °77.9 . . 
ee Examples of Nashville's diversified market:— 
pany, Chicago, has named Reincke- 
nite, Younggreen & Finn, Chicago, | 
0 direct a new advertising cam- 
ic paign for Saltine crackers to begin 
ign for Salting crackers to begin, Structural & Ornamental Steel Industry .. . *_ Q@6@ 434 
be conducted by radio over five | 9 9 


Midwestern stations and will fea- | 
ued ‘ure a $1,000 contest. 


: Food Products Industry . .. . . . *§5 
3,884,260 pienguste 
plus purchasing power in | Printing & Publishing Industry ..... . *8,570,082 


‘ PENSACOLA Rayon & Cellophane Industry... . . . 915,000,000 


lefense payrolls alone 


ted on contracts placed in 


anc Per 1, Florida, to April only 


end MM Rescis this “plus” market — is Beverage (Non-Alcoholic) Industry .... . od | 775 
and : n to the rising normal pur ad , J 4 


the Aasing power-——in this active city 
and economically, with 
ster advertising. Guaranteed 
urt versace weekly circulation over 
For all facts, write Wm, 

E. Whaley Co., Louisville, Ky 
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Plan Cotton Drive 


Following an arrangement for a 
joint finance program, the National 


Cotton Council and the Cotton- | aes Presi may Se ane of produc 
Textile Institute, New York, have |containing a substantial proportion 
worked out a research and mer- 


chandising program for cotton with 


: | qualified. 

the objective of accelerating the Marble—terms like “Marsh Ma 

basic domestic trend in cons - - ie ae 
tion of. cotton, which has risen Prices and Terms of | Prices and terms of sale. wood than mahogany had been |ble” and “Mono-Marble,” not per. 
sharply in recent years, While the idea for a comprehen- properly prohibited by the FTC, |missible with a product not “s nat. 


Offers Display Ideas 


Meyer Both Company, New York, 
has issued “A Sketch Book of 
Tested Ideas for 1941 Christmas 
Planning,” containing sketches of 
display ideas for windows, depart- 
mental displays, counters, tables 
and wall niches. 


‘Dictionary of Verboten Terms’ 


Completes Composition Section 


Sale to Be Discussed 
Next Week 


[Editor’s Note: This is the eighth 
of a series of 12 instalments of the 
“Dictionary of Verboten Terms,” an 
unusual project developed by Harry 
Hibschman to present as complete 
|as possible a list of terms, expres- 
| sions and phrases which have been 


sive collection of such material is 
not new, Mr. Hibschman’s series 
should be of tremendous value for 
several reasons: it is the most com- 
plete and extensive list ever pub- 
lished, so far as is known; it lists 
terms and phrases alphabetically, 
making them easy to locate for ref- 
erence purposes; it discusses terms 
under ten specific types of relation- 
ship to products advertised; and in 


Full-Time WIBC + Merchandising= 
Low 3¢ Inquiry Cost for Marlin Blades 


@ A sales and merchandising record in the 


highly competitive field of razor blades— 


is a record. 


WIBC is pretty proud of the fact that its 
full-time state-wide coverage of Hoosier- 
land, plus merchandising co-operation due 
to WIBC’s influence on dealers, has been 


producing sample inquiries for Marlin at 


the extremely low cost of 


As a matter of fact, Marlin had used up 
all of its advertising budget for Indianap- 


olis, but renewed as they put it, “because 


. 
¢ 
. 
. 
. 
’ 
. 
> 
. 
e 


reaches all over 


3c per inquiry. 


package. 


Indiana's Friendly Station 


es WIBCG us 


Affiliated with the Mutual Broadcasting System 


INDIANAPOLIS 


Represented by HOWARD H. WILSON CO., New York, Chicogo, Konsos City 


land—in one convenient 


of the splendid job WIBC did for the ac- 
count.”” WIBC has a good clear signal that 


Hoosierland and edges 


into surrounding states. WIBC’s first con- 
cern is a large, loyal and responsive listen- 
ing audience. We keep it because we make 
sure we give ’em what they want to hear. 

That makes W 


advertiser who wants to get 


IBC a good bet for any 


his sales story over Hoosier- 


but a similar court in another cir- 
cuit held in 1930 that, while the 
word “mahogany” could not be 
used to describe furniture not made 
of mahogany, yet it might be applied 
to furniture veneered with that wood 
without using the modifying word 
\“veneered.” It reasoned that the 
|practice of designating veneered 
furniture by the name of the ve- 
neer wood was a universal prac- 


tein meat and bone scraps 0; an) 
frowned upon by the Federal Trade | every case it gives the context of tice, that there was no evidence other excessive amount, d con. 
New Haven Industry Commission and the courts. Re-|the words or phrases which have that dealers were deceived, and that | tinued by stipulation, the many. 
Vit if D f maiming instalments will be pub-| made the terms unacceptable to the |none but the grossly misinformed |facturer also agreeing not to omi: 
‘ ital tor Vetense ished weekly in ADVERTISING AGE. | FTC. ] ‘of the public would be misled by|any substantial ones from the lis: 
) New Haven, Conn. is one of the most 9; When completed, the series should the practice. The Supreme Court|of ingredients nor to list any nos 
» varied industrial cities, vital for de- furnish an exceptionally useful | By HARRY HIBSCHMAN pe Pp : one : , p Poe recat Be g£ é 
> fense in America, sharing generously Mga ? be ‘ said, however, in another case: | there. 
yin the | 9600,000,000 primary defense figuide to every marketing and | Vill “The fact that a false statement| Metal Cloth—prohibited as de. 
orders of the state with its 888 plants 129rti es TO ; ; ; . | snes : ] 
in the New Haven market, These @|@dvertising executive in any way | (5) Words, Terms, Expressions, |™@y be obviously false to those who | scriptive of fabric not wholly o; 
figures Dw _~ - Panne he responsible for trademarks, labels, Stetemente oan Sannesenin- are experienced does not change its | metal threads, for instance, a rayor 
ernmen contracts or ose 60 ita - sos . - > Ny - ” < vv 
) Navy. One large brass company in q|@dvertising material or sales pro- tions Relating to Composition |Character nor take away its power | product. 
tee Cor Benes en mametases | motion. ots (Continued) to deceive others less experienced.| Milk—claim that bread, made oj 
) sides metal goods, railroad equipment, This week’s instalment completes There is no duty resting upon a | dried skim milk or any othe 
. pone A ng She” doenrth. |the list of words, terms, expressions, Mahogany—The federal court of | citizen to suspect the honesty of | fluid ingredient, except whole milk 
1 ing this Rreat tent market. Address |statements and representations re-| appeals of one circuit ruled in 1926 | those with whom he transacts busi-|is made with or contains whok 
y Connecticut. «plating to composition of products.|that the use of the word “mahog- | ness. Laws are made to protect the | milk, banned. 
Next week’s instalment will discuss 


any” for an article made of other | trusting as well as the suspicious.” | 


| It is, therefore, doubtful whether 
‘the decision of the court of appeals 
'referred to, allowing the word ‘“ma- 
|hogany” to be applied to veneered 
ifurniture without stating that it is 
veneered, is sound law today. The 
FTC appears not to have questioned 
it until recently, when it required 
'an advertiser to agree that, if he 
continued to use the words “All 
Mahogany” as applied to furniture 
\simply veneered with that wood, 
|/he would clearly indicate that “All 
| Mahogany” referred only to the ex- 
|terior surfaces. This is but another 


| 


|word “mahogany” may not be used 
lat all as applied to an article con- 
| taining no mahogany whatever, that 
/it may be used to apply to furniture 
covered with mahogany, but that, 
in that case, it must be stated that 
ithe word relates only to the exterior 
surfaces or that the furniture is 
|mahogany veneered. 

| Manila—banned for rope not 
|wholly made of Manila fibre unless 
properly qualified. 


Maple—may not be used with 


| products not wholly of maple 


way of saying, “If it’s veneered, not “Vegetable,” and “Rock Cork 
you must so state.” The correct Naphtha—unfair, under court rul. 
| rule, then, probably is that the /ing, to label soap as such unless } 


ee 


ugar 
or syrup, as “Pure Maple Concepn. 
trate,” or “A 100% Maple 


Prod. 


|of maple sugar or syrup, if proper}, 


ural, one piece solid formatio 
quarried out of the earth.” 
Meat — representation that dog 
food is composed of “pure meat’ 
ordered discontinued where prodye: 
actually was composed of <ehy. 
drated meat meal and other ip. 
gredients. Claims that dog foog 
contained meat by-products, ang 
that it consisted of 50 per cent pro. 


Mocha and Java—prohibited a 
‘applied to coffee not pure blend o 
|these two but may be used if a! 
|}kinds contained are named in the 
|order of predominance. 

| Mohair—‘silk mohair” for furni- 
|ture coverings made of other ma- 
|terials, banned; but “mohair” ma 
be used for product only part! 
‘composed of Angora wool, if othe 
contents are clearly indicated. (S 
“Wool.’’) 

Mineral—banned as applied t 
product composed in part of vege- 
‘table fibres: “Entirely mineral 
|**Mineral Composition,” ‘Mineral 


contains enough naphtha to be et. 
fective as a cleansing agent: and 
acting under court order, FTC foun 
the minimum amount required f 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


440 S. Dearborn St. Wabash 86) 
CHICAGO 


| 
| 
This is 


an easel. 


Artists paint on it. 
Some artists starve. 


Others, less 


capable, eat. 


Leonardo ate and was capable. 
SMileage helped. 


(See 


Esquire’s ad on page 2) 
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that purpose at time of manufac- nection with field glasses and binoc- with a synthetic product as repre- ciated in the minds of the public in the mind of the purchasing and 
ture to be 1.25 per cent. ulars to imply prisma erecting sys- | senting it to have a grape juice base. with the materials made of the prod- consuming public generally a defi- 

Ni atsfoot Oil—may be applied tems, when not true. Rubber—use of word as descrip- uct of the cocoon of the silkworm.” nite and specific meaning, to wit: 
only to oil made from hoofs of ani- Puraflax—as name of stock food 


mals of the bovine species. 

Non-Plate—banned in expression 
“non-plate engraved” and in name 
of engraving company where prod- 
uct was printed by special process 
put not engraved. 

Ocean—to imply that buttons are 
made of ocean pearl, discontinued. 

Oi! of Spice—banned for liquid 
meat seasoning not wholly or pre- 
dominantly composed of such oil. 

Olive or Olive Oil—banned for 
soap not composed entirely of such 
oil, unless other words give actual 
contents in clear and conspicuous 
type. Following a court appeal, the 
FTC entered an order prohibiting 
respondent from: 

“) Representing in any manner 
that a soap which does not contain 
olive oil to the exclusion of other 
oils is an olive oil soap.” 

“9 Using the brand names ‘Oli- 
vilo,’ ‘Royal Olive Oil Pure,’ ‘Purito 
Olive Oil Castile,’ ‘Olive Skin Pure 
Toilet Soap,’ or ‘Del Gloria Castile, 
made with Pure Olive Oil,’ or other 
brand names or labels of similar 
import or meaning containing the 
word ‘olive’ or the letters ‘oliv’ or 
any equivalent term, to describe, 
designate or in any manner refer 
to soap the oil content of which is 
not wholly olive oil.” 

But, “Nothing herein contained 
shall prevent the respondents from 
using brand names containing the 
word ‘olive’ or any _ derivatives 
thereof, or other word or words of 
similar import or meaning, to de- 
scribe or designate a soap contain- 
ing olive oil combined with other 
oil or oils, if respondent = shall 
clearly, conspicuously and _ truth- 
fully designate that such soap is 
made wholly of olive oil and if 
olive oil is present in said soap in 
an amount sufficient substantially 
to effect its detergent or other qual- 
ities.” 

Onyx — “Sani-Onyx” as applied 
to a synthetic product, banned. 

Oyster—use of on packages of 
poultry food not containing oyster 
shell exclusively, ordered discon- 
tinued, unless mixture properly de- 
scribed. 

Pearl—Nu-Perl for buttons not 
made of either ocean or fresh water 
types of pearl, banned. 

Peroxide—use of as name of soap 
ordered discontinued. The rule ap- 


plicable would be similar to that 
given under “Olive Oil.” 
Persian—may be applied in fur 


trade only 
lambs 

Pine — name “California White 
Pine” may not be applied to yellow 
pine, 


to peltries of Persian 


Platinum—banned with products | 


containing no platinum: ‘“Platinel” 
and “Platinized.”’ 

Porcelain—“Synthetic Porcelain,” 
“Porcelain Enamel,” and “Vitrous 
Porcelain,” discontinued as to prod- 
ucts not so composed. 

Precious Metal—as applied to ash 
ays, cigaret holders, cigaret con- 
lainers and cocktail shakers not 
made of such metal discontinued by 
stipulation. 

Prism or Prisma—banned in con- 


a 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


not made wholly of flaxseed discon- 
tinued by stipulation. 

Rag—*Rag content” on stationery 
ordered discontinued where product 
contains less than 25 per cent rag. 

Rayon—trade practice rules pro- 
vide that it shall be considered an 
unfair trade practice to sell rayon 
products under any other name; but 
that it shall be considered good 
practice to designate a product ac- 
cording to process, as “Viscose 
Rayon,” “Acetate Rayon,” “Cupram- 
monium Rayon,” and “Nitrocellu- 
lose Rayon.” “Acetate” may not be 
used alone. 


Redwine—banned in connection 


tive of fan blades not made of rub- 


ber discontinued by | stipulation. 
Also in expression “Rubber En- 
amel.” 


Rye—discontinued, 
tions that: 

(a) “Ry-taste” is the 
per cent pure rye culture; 
(b) — — — isa natural rye: 

(c) it is devoid of artificial acids 
or adulterations; 

(d) it contains “all of the aro- 
matic flavors, color and germ of the 
rye berry.” 

Satin—FTC: “The words ‘satin’ 
and ‘crepe’ and other words of sim- 
ilar import and meaning have been 
for a long time, and still are, asso- 


representa- 


only 100 


“Satinmaid” and “Satinized” ban- 
ned for product having satin weave 
but not made of silk, unless accom- 
panied by proper modifying words. 

Shellac—may not be used to de- 
scribe product not 100 per cent 
shellac gum cut in alcohol unless 
percentages of the substitutes are 
given and term “shellac substitute” 
given on label or in advertising: 
“shellac compound” may be used if 
shellac is predominant; names like 
“Shelco,” “Shelco-Lac,” “Shea-Lac,” 
“White Shellac,” and “Orange Shel- 
lac” have been prohibited for prod- 
ucts not composed of shellac gum 

Siuk—FTC: “The word ‘silk’ for 
many years has had, and still has, 


The product of 
silkworm.” 
Hence banned for non-silk prod- 
uct: “Taffeta,” “Shantung,” “Jap 
Silk,” “Cocoon Cloth,” “Silkette,” 
“Nyrasilk,” “Lyksilk,” “Silkoline,” 
“Silk Linen,” “Cilk,” “Sol Satin,” 


the cocoon of the 


PHOTOGRAPHIC 


RETOUCHING 
2M’ SUPERIOR 0800 


CARNAHAN - HANSON COMPANY 


125 W. HUBBARD ST., CHICAGO 


Whether it’s the 50th addition to her 
wardrobe or the third, it’s a NEW dress. And 
it still makes the world seem brighter and 
the lady feel perkier in whatever class it falls. 


During the first five months of 1941, 
the production of women’s dresses, suits and 
coats increased by some 20 to 25%. More 
than half the volume of business was done 
in dress lines priced at $4.75 and less. 


The great volume market these days, 
as always, is with the working people. But 
today they are able to buy more than ever 


before. 


In the Chicago area alone during June 
the employment index for manufacturing 
industries was up to 130.8 while the payroll 


figure topped 166. 


Increased employment 


at increased pay means more purchasing 


power. 


That’s why Chicago women are dress- 
ing better, looking better and spending bet- 
ter. That’s why they’re better prospects for 


what you have to sell. 


The easiest, quickest and most eco- 
nomical way of reaching these women any 
day and every day is through their daily 


newspaper. 


And don’t forget that The TIMES car- 
ries more women’s clothing store advertis- 
ing and offers a larger circulation in city 
and suburbs than any other Chicago evening 


newspaper. 


‘THE 


CHICAGO'S 


TIMES 


CTURE NEWSPAPER 


NATIONAL REPRESENTATIVES 


RJ. BIDWELL SAW YER-FERGUSON-WALKER CO. 


NEW YORK DETROIT 


SAN FRANCISCO 


N. ANGIER 
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ton Crepe,” “Pongee,” ‘“Tabsylk,” 
“Chiffon,” “Silk Chiffon,” “Sparkal 
Satin,” “Silk Jersey,” “Seal Crepe,” 
and “Pure Dye Crepe.” 

Silver—may not be used in con- 
nection with product not containing 
a substantial amount of the metal. 
Banned: “Navajo Silver” for prod- 
uct not made of silver nor by Na- 
vajos; “German Silver” and “Tool 
Silver” on drawing’ instruments 
made of other metals; “Silverware” 
or “Silvercraft” for products not 
made of silver nor 
“Nickel Silver” for products neither 
nickel nor silver; and “Silver Seal” 
for utensils with no appreciable 
amount of silver. 

Staple Cotton—banned as applied 
to a product not full length fibre 
cotton. 

Steel—may not be used in con- 
nection with tools or other products 
composed of other metals. Banned: 
“Tempered Cast Steel,” 
Steel,” “Hardened Steel,” “Solid 
not literally applicable. 

Tile—use of for products not 
made of clay prohibited unless ac- 
companied by qualifying words, 


Tungsten—may not be applied to 
a product, such as a hack saw, not 
containing sufficient tungsten to 
constitute the steel commercially 
recognized as tungsten steel. 

Tweed—banned for cloth part 
wool and part rayon. 

Velvet—banned as name of a 
rayon product. (See “Silk.’’) 


a beverage not made of grapes. 

Vintage—may not be used in con- 
nection with beverages not com- 
posed of or derived from the juice 
of grapes. 

Walnut—the term “Oriental Wal- 
nut” may not be used for a native 
wood that is not even walnut. (See 
“Mahogany”); use of name “Walnut 


stipulation. 

Wax—product may not be desig- 
nated as “wax” unless substantial 
proportion consists of wax and then 
proportion must be indicated. As 
to candles, see “Altar.” 

White Lead—because of trade 
usage it has been held an unfair 
trade practice to label paint con- 
taining less than 50 per cent white 
lead as white lead paint. 

White Pine—may not be used as 
name of any other wood. (See “Ma- 
hogany.”) 

Wilton—name banned when ap- 
plied to rugs not genuine Wiltons. 

Wintergreen—as name of a prod- 
uct discontinued by stipulation until 
such time as product might contain 
wintergreen as the dominant ele- 


Woods—must be called by true 
names and imitations must be of- 
fered with full disclosure of facts. 
Banned: “Mellow Maple,” “Modern 
Walnut,” “Inlaid Walnut,” “Burl 
Walnut,” and “Rosewood,” when not 
literally true. (See “Mahogany.”) 


A BIG. 4 Color 
BROADSIDE 


tthe 
PEN 


Cost of A 
NY-POST.CARD. 


In lots of 200,000 copies or 
more, you can buy a BIG, 4- 
color Newscolor broadside, 
delivered, for only one cent per 
copy. Price includes type com- 
position, color engraving, print- 
ing and selective home-distri- 
bution. Samples on request. 


SHOPPING NEWS 


Rewscotr “Division CLEVELAND 


“De Luxe Pongee,” “Nusilk,” “Can- | 


Steel,” “Solid Steel Scissors” when | 


such as “wood,” “glass,” or “plastic.” | 


Vine—“Fruit of Vine,” banned for | 


! 


silverplated; | 


| 


“Crucible | 


| 
' 


| 


Oil” for hair dye discontinued by | 


ment. 

Witch Hazel—banned as name of 
soap. See “Olive” for applicable | 
rule. 


Wool—the rules applicable to use 
of the word “silk” or other words 
of similar import are applicable 
here; but the matter is now governed 
almost in its entirety by the Wool 
Products Labeling Act, for obviously 
what may not be put on the label 
may not be said in an advertise- 
ment of the product. 

Zinc—can be properly used only 
with a product made wholly of zinc 
or with proper qualifying language 
when applied to a product only 
partly made of zinc. 


Names Etta Cohn 


|a gift and housewares campaign, 


| New York. 


——— 


Launches Magazine Drive | Ad Clubs to Aid 


Hammacher Schlemmer & Co 


New York, will use 22 national in Promotion of 


magazines this fall and winter in 
Newspaper Week 


Harrisburg, Pa., Aug. 21—Adver- 
tising clubs all over the country 


through Irwin Vladimir & Co., New 
York. 


Zeller to Marcus & Co. 

J. S. Zeller has been appointed |servance of National Newspaper 
sales manager of Marcus & Co.,| Week, Oct. 1-8, the National News- 
New York. He was formerly sales| paper Week committee of News- 
manager for American Art Alloys,|paper Association Managers has 
announced. State and regional com- 
mittees have reported to the asso- 
|ciation that advertising club officers 


Vladimir to Four A’s 


_are planning to cooperate in the ob- | 


—2 


‘would be publicized. In some cities. 
| these meetings will take the form 
of defense talks before women’s 
| clubs and consumer groups as an- 
-swers to attacks on advertising. 
Several hundred newspapers have 
indicated to the committee and to 
the publishers’ association that 
they intend to observe Newspaper 
Week this year with open houses, 
talks before civic groups and by 
use of promotional material to be 
furnished by feature advertisement 
mat services and feature syndicates 


Joins Horton-Noyes 


' 


The National Jewish Monthly, 


representative the American Association of Adver- 


tising Agencies. 


Etta Cohn Chicago 
for the magazine. 


Irwin Vladimir & Co., New York,{#"€ Planning special promotional 
Washington, D. C., has appointed|has been elected to membership in poe ng y publication during the 
week and are 


|meetings at which 


T. Lawson Wilkinson has joined 
Horton - Noyes Company, Provi- 
dence, as assistant production man- 
ager. 


arranging special 
newspapers 


rane eM 


Ana “the rest” is something to write home about. 

It is a market with more money to spend for adver- 
tised merchandise than is spent at retail by the entire 
urban population in 24 of the 48 states! 

(Now, hold on to that one for a moment, while we add) 

It is a market with fewer magazine-reading interests 
than any other upper-half audience in America. 

(And keep this statement clearly in mind, because) 

This gigantic “market” that we’re talking about is 
NOT the Rural market. It’s Not the farm market. It’s 
NOT a market in any loose, vague, broad or general 
sense of the word. 


IT’S THE 2,100,000 AGRICULTURAL FAMILIES 
WHO READ COUNTRY GENTLEMAN! 


Yes! In other words, gentlemen, it’s exactly what we 
have to offer, no more and no less. It’s a market that no 


one else in America can talk about. It’s our own deaf 
readers, 2,100,000 families of them, certified and audited. 

So this time we offer you a respite from doubtful ge 
eralities, and we'd like to remind you of those two 
opening thoughts. 

1. The latest studies of Country Gentleman famil 
buying power, checked against findings of the U. S. 
Consumer Purchase Survey, prove that Country Gentle 
man’s families have more money to spend than is spe"™ 
at retail by the entire urban population of 24 states.” 

2. The latest studies of magazine duplication among 
Country Gentleman subscribers reveal that SEVENTEEN 
of the leading national urban magazines —with @ ©™ 
bined circulation of 39,542,194—reach less than im 
of Country Gentleman’s 2,100,000 families! 


*Alabama, Arizona, Arkansas, Colorado, Delaware. Idaho. Maine, Miss 
Nebraska, Nevada, New Hampshire, New Mexico. North Carolina. North ! 
Rhode Island, South Carolina, South Dakota, Utah, Vermont, Virginia 
Wyoming, 
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Noonan Promoted 


William J. Noonan, who formerly 
represented the sales and promotion 
department in New York state, has 
been appointed assistant sales and 
promotion manager of Gum, Inc., 
Philadelphia. 


Consolidated Gets Two 


Klein Bros. Textile Corporation, 
New York, and Adolph H. Klein, 
New York, factors, have appointed 
Consolidated Advertising Agency, 
New York. 


Wright to Dreifus 


Cc. E. Wright, managing editor of 
Iron Age, has resigned to become 
vice-president of Charles Dreifus 
Company, Philadelphia, scrap iron 
broker. 


‘Horne Adds Blinn 


W. Frank Blinn, formerly adver- 
tising manager of Frederick & Nel- 
son, Seattle department store, has 
been named advertising manager of 
Joseph Horne Company, Pittsburgh 
department store. 


Resigns NADA Post 


W. E. Blanchard, formerly man- 
ager of the National Automobile 
Dealers Associaton, Detroit, has 
resigned and will be replaced by 
Irving H. Post as acting manager. 


Lansdale to Livingston 

Ed Lansdale, formerly with Theo- 
dore H. Segall Advertising Agency, 
San Francisco, has joined Leon 
Livingston Advertising Agency, San 


| Francisco, as account executive. 


FTC Orders Krueger 
to Amend Beer Copy 


The Federal Trade Commission 
has ordered G. Krueger Brewing 
Company, Newark, N. J., to stop 
advertising in its newspaper copy 
that Ambassador beer is 
composed of barley malt and hops, 
and contains no other cereals or 
fermentable ingredients. 

FTC investigation disclosed, 
according to the order, 
claim is false and that other grains 
and cereals besides barley malt and 


hops are used in brewing Ambassa- | 


dor beer. 


“Farmer” Raises Rates 


advanced its advertising rates from 
$1,328 to $1,450 per full page. 


wholly | 


that this | 


Trademark Law 


Due for Attention 


in U. 5. Congress 
Lanham Bill 


| in Committee 


Washington, D. C., Aug. 20.—The 
‘fight for new trademark legislation, 
The Farmer, St. Paul, Minn., has|Which has been going on in Con- 
is 
|due for renewed attention in the 


|gress intermittently since 1938, 


Reintro- 
duced; Senate Version 


/near future although it is unlikely 
\that any law will be passed for 
months, if at all this session. 

| The so-called Lanham Bill, spon- 
jsored by Representative Fritz G. 
|Lanham of Texas, has been rein- 
\troduced with new amendments 
| suggested by a committee composed 
|of representatives of various legal 
groups interested in trademarks. No 
hearings on the bill are scheduled 
so far, and none will be held at least 
until late September. 

Meanwhile, the Senate version of 
the Lanham Bill which almost be- 
came law last year, has gone back 
to committee for amendment. It 
was on the calendar of unopposed 
bills last week, but when it was 
called Senator Homer T. Bone, pat- 
ent committee chairman, asked that 
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The Average Farm Family Has More Money to Spend for Advertised Merchandise 
than the Average Urban Family. 
The Average Upper-Half Farm Family Has More Money to Spend for Advertised 
Merchandise than the Average Upper-Half Urban Family. 
85% of Country Gentleman's 2,100,000 Families Are Upper-Half, and the 


Average Country Gentleman Family Has Over $500 a Year More to Spend 
for Advertised Merchandise than the Average Urban Family. 


IN THE TOP 


OF THE 
TOP HALF OF 


it be passed over because some 
/members seek to amend it. It is 
‘expected that the amendments will 
follow the changes in the Lanham 
ee as now written. 


One Amendment Ambiguous 


One of the Lanham bill amend- 
| ments, not yet a part of the Senate 
jversion, has already aroused con- 
|siderable opposition since the pro- 
|posal was dropped in the hopper a 
fortnight ago. One of the new 
|sections appears to make packaging 
| concerns, advertising agencies, 
| printers and media liable for civil 
jaction if they publish or promote 
‘an allegedly infringing trademark. 

This section reads, in part: “Any 
|person who shall . . reproduce, 
counterfeit, copy, or colorably imi- 
jtate any such mark (one that in- 
fringes) and apply such . . . to 
labels, signs, prints, packages, wrap- 
|pers, receptacles, or advertisements 
intended to be used upon or in 
fconnection with the sale in com- 
merce of such goods or service .. . 
|shall be liable to a civil action. . .” 


Bill Generally Approved 


It is contended that this provision 

| goes too far in attempting to protect 
|trademark owners from. infringe- 
;ment. The general purpose of the 
| bill, and all those which have pre- 
| ceded it at recent sessions of Con- 
gress, is to clarify and codify exist- 
ing trademark law, and it is 
,understood that the bill as a whole 
jis not generally opposed. 

At the last session of Congress, 
the Lanham bill, minus its new 
amendments, was passed by both 
houses. In the Senate, however, it 
'was moved after passage that the 
vote be reconsidered, and the bill 
was never returned to the floor. 
Soon after this year’s Congress met, 
Representative Lanham _ reintro- 
duced the same bill. That version 
has now been replaced by the 
}amended proposal. 


Two Join “Charm” 

Lois Ullman has been appointed 
promotion manager of Your Charm, 
|New York. She was formerly pub- 
Pre . , 
licity director and copywriter at 
Sterling Advertising Agency, New 
York. Arthur R. Stanley, Jr., for- 
;merly Chicago manager of Home 
| Owners’ Catalogs, has joined the 
sales staff of Your Charm. 
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* NEWYORK « 


PHOTO-ENGRAVING in color process 
black and white, Ben Day, line. 
WET PROOFING on Four Claybourn 
automatic 4-color proofing presses. 
.»+ DAY and NIGHT SERVICE... 
304 E. 45th Street, New York, N. Y. 
Phones: MUrray Hill 4-0715 to 0726 
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Mr. Baker insists that the Guild 
| Artists Bureau is conscious of a 
|\“great responsibility” and goes on 
|to point out that the Guild’s mem- 
|bers are all dependent on the sale 
lof their work for the support of 
\their families which is justification 
| enough for a Sexhibition or for any 
| other device which will bring in the 


Voice of the Advertiser 


This department is a reader’s forum. 


Crazy with the Heat THE HEAT DRIVES ADMAN A LITTLE CRAZY 


Letters are welcome. 


To the Editor: There seems to be 
something new in newspaper ad- 
vertising every day. 

You will note from the tear-sheet 
which I’m sending along to you, 
that the merchants up in Ashland, 
Wis., as well as the people at the 
Ashland Daily Press were hard hit 
by the recent heat spell. 

I’m sure that this advertisement 
must have caught the attention of 
every reader of the Daily Press, 
especially those readers who can’t 
stand the heat. 

And I'll bet the advertisement 
sold the products advertised, too. 

WILLIAM M. FLEISCHMAN, JR., 

Howland and Howland, Inc., 

Chicago. 


ji a, 

Fun for Young and Old 

To the Editor: We are enclosing 
a couple of pictures of Louis H. 
Brendel, our 
manager of job- 
bers relations. 

Louis is recov- | 
ering from a bad| 
case of herpes 
zoster ophthalmi- 
cus (shingles, to 
you). One of 
them landed in 
his right eye 
necessitating the 
wearing of a blackout patch for a 
considerable period of time. 

In an effort to defray his medical 
costs, he attempted to rent this ad- 
vertising space to a sponsor. He 


finally worked out a deal with one 
and the 
Right 


of his business associates, 
second picture is the result. 
now Louis is 
working on a 
“Braille Bur- 
lesque”’ for fellow 
sufferers 
with optical 
handicaps, 
and would ap- 
preciate hearing 
from anyone who 
is interested in 


this worthwhile 
movement. 

We thought possibly some of your 
many readers who know Louis 
might be interested in seeing these 
pictures and for this reason sent 


them along for your editorial ap- 
proval. 
SCHUYLER GOODWIN, 


Manning, Maxwell & Moore, 
Inc., Bridgeport, Conn. 
v YF v 
Can It Be Done? 

To the Editor: Currently run- 
ning in the Atlanta area is the 
Chesterfield billboard picturing a 
gorgeous young lady paddling what 
appears to be a kayak, as_ she 


smokes her Chesterfield. 

Now I am wondering, casually of 
course, if the artists and copy men 
who made up this 24-sheet have 
ever tried smoking a cigaret (Ches- 
terfield or any other kind) while 
they propelled a kayak with a 
double-blade paddle? If it can be 
done, I should like to have the com- 
plete instructions in six easy les- 
sons. Shux—it’s hard enough to 
keep your clothes dry in one of 
these fiendish little tubs! 

Lorin Myers, 

Merchandising Director, Sta- 

tion WSB, Atlanta. 


v v v 

Dale Nichols Explains 
Advertising Art Concept 

To the Editor: It is obvious that 
Mr. George Baker in his letter (Ap- 
VERTISING AGE, July 14) defending 
his Sexhibition has completely 
missed the point of my letter of 
several weeks past condemning 
such shows. Therefore, I again 
state my attitude toward the field 
of advertising in its relation to the 
people of our country 

Advertising is a form of commu- 
nication of tremendous power. It 
is at the same time a most forceful 
form of education. © Therefore, be- 
ing each of these, it is necessary 
that those men who _ contribute 
towards its needs in matters of art, 


iscience of color and design. 


Wow! tHe heat has got as all nats, We don't hnow what we're 


look at these DoPEy 
pRicEs on meN's 
cLOtHeS 


We're dering cut our Wash Slack Suite and 


ASHLAND mErcHANts haVe GoNe 


doing and quensecontely you can get all hinds of bargains. We've marked down prices to 
gooty lowlevels. Honest we mast be panchy becanse ne merchant in hus right mund could — sellthungs at prices lube these 

1) you see as wandering aroand witha dazedlook on owr /-/-44aces, it's just because the heat has got as nyah-nyah’nyah-boo! Oh, COosh this is illy, we mean 
silly, but you're so ducky, we mean lacky, because you will be able to save real fanny, we mean monEy. THRIP! 


“he 


Why, of CouRse,| 9" °"" 
SILLy 4 1000 


CUBE STEAK 
30 


oo Se Oe 


TOBIAS 


pue DIWIN 


work. In other words the Guild’s 
unsung slogan must be “To hell 
with posterity, to hell with the fu- 
ture of the United States . we 
want our money now.” 


success of his Sexhibition that he 
says that it will probably be an 
annual affair. I wonder if there are 
enough honest-to-God citizens 


isn’t. 
DALE NICHOLS, 
Tucson, Arizona. 
v v v 
Effective Teamwork 


| To the Editor: Through one of 
those coincidences of ad placements, 


coast for her heart-to-heart talks, 


Slightly batty half-page in the Ashland, Wis., Press, which carries hot weather 
offerings of otherwise sane merchants. 


design and literature should realize 
their positions as educators to the 
nation and recognize their responsi- 
bilities in seeing that nothing ap- 
pears in the piece of advertising 
which will tend to retard the cul- 
tural growth of the United States. 
That is clear, isn’t it? 

In addition to this stand I stated 
that those men who control ad- 


vertising should take enough pride | 


in their work to see that advertis- 
ing progressed, pointing out that 
inasmuch as it great educa- 
| tional form of communication it de- 
|served a high professional rating. 
|One has only to examine period- 
licals dating from before 1912 to the 
present day to note that there has 
been no change in layout or illus- 
tration other than a change of ar- 
tist’s names and techniques. One 
has only to examine any periodical 
to see that the great majority of the 
illustrations have no merit art 
(in relation to museum pieces) and 
that the page layouts are made 
without apparent knowledge of the 
I be- 
lieve in progress and I suggested in 
my letter that it was high time that 
the profession free itself from the 
| grasp of the present day irresponsi- 
ble, insufficient advertising execu- 
tive,—or reform him. 

Now Mr. Baker writes a letter in 
‘defense wherein he says “It is too 
bad that Mr. Nichols did not know 
|}more about the Sexhibition held by 
the Guild Artists Bureau before he 
consigned to hell the souls of so 
|many of the good advertising men 
who saw it.” Then after stating 
that the exhibition was just a smart 
exhibition of girl subjects by some 
of the best artists in the country, 
Mr. Baker points out that I was 
probably bothered by the word 
|Sexhibition and explains that inas- 
much as artists must have their 
work seen they “felt that the word 
Sexhibition would attract more in- 
terest than something like ‘Exhibi- 
tion of Female Subjects,’ for exam- 
ple, and it undoubtedly did. Many 
of those ranking high in the adver- 
|tising world who came in to see 
them and cast their votes were fine 
types of God-fearing gentlemen.” 

Accepting Mr. Baker’s assertions 
that the “good” advertising men 
who saw the Sexhibition were “fine 
types of God-fearing gentlemen” 
why was it necessary to lure them 
to the show with a title which sug- 
gested lewdness? And if the show 
was merely a smart exhibition of 
girl subjects why were these “good, 
God-fearing gentlemen” asked to 
vote for the painting which would 


Is a 


as 


best fit the title: 1. Best Company 
on a Desert Island; 2. Best Com- 
pany on a Desert; 3. Best Company; 


4. Best; 5. Whew!!!? 
attempting to kid me? 
In the next paragraph Mr. Baker 
tries to suggest that I might be 
dirty minded by telling a clever 
little story about an elderly lady 
parishioner who confronted a 
bishop with, “Bishop, don’t you 
think it’s awful for those little boys 
down there to be bathing without 
anything on?” Whereupon the 
good man replied, “Why, Madam, I 


Is Mr. Baker 


‘had not noticed before whether 
| they were little boys or little girls!” 


|May I make it clear again that I) 
have no objection to nudity but that | 


I do object to lewdness. The little 
boys in Mr. Baker’s story were un- 
doubtedly behaving quite normally. 

But, in order to make Mr. Baker 
understand the manner of my pro- 
test I must point out that if these 
bathers had been girls of eighteen 
or slightly over and if one of Mr. 
Baker’s “Good, God-fearing Gen- 
tlemen” of advertising had come 
along he might have put one of the 
girls in a filmy bathing suit, asked 
her to spread her legs and then 
make a photograph with the cam- 
era placed well below the knees. 
Of course he would not have over- 
looked extra makeup and the care 


to be taken that the girl should 
have a “come hither” look in her 
eyes. Then he would spread this 


creation to the four winds on 
|thousands upon thousands of pages 
‘in periodicals. 

I contend that this sort of thing is 
unfair to America’s Womanhood 
jand most certainly detrimental to 
‘the minds of America’s children, 
tending to distort their attitude 
|toward women and lowering their 
respect for the opposite sex. Again, 
why have not Mr. Baker and his 
“Good, yod-fearing Gentlemen” 
enough love of country within them 
;to see that such pictures are kept 
|\from the advertising page? 
| Mr. Baker in his next paragraph 
|defends the artists’ right to special- 
ize in sex because by the sale of 
}such paintings they are “enabled to 
rear and educate their families 
with all the advantages that chil- 
|dren should have.” Thus does Mr. 
| Baker excuse acts which are detri- 
mental to the nation’s children. 
With such reasoning one could 
|readily pardon the peddler of nar- 
}cotics. Mr. Baker continues in this 
paragraph to defend Mr. Dunn’s 
|painting as being a “beautiful opa- 
lescent painting with colors like the 
inside of a sea shell, and no one 
who saw the picture could possibly 
attribute anything to it other than 
a vehicle for the expression of color 


and line.” May I ask Mr. Baker 
how in heaven's name could a 
painting of this description create 


such an impression as to receive an 
unanimous vote of best fitting the 
titles of: 1. Best Company on a 
Desert Island; 2. Best Company on 
a Desert; etc.? 

In another paragraph Mr. Baker 
takes a swing at Thomas Hart Ben- 
ton by assuring me that he had 
nothing in his Sexhibition compar- 
able to “Susanna and the Elders.” 
With this statement, Mr. Baker 
|offers a clear picture of the extent 
of his art appreciation. In the first 
place, Thomas Benton’s remarkably 
painted “Susanna” is not lewd. She 
has not the droopy, over-emphasized 
eyelashes and brows, waxy rouged 
cheeks and gooy over-red lips 
which is a firmly established tradi- 


tion among confirmed commercial 
illustrators. Her pose is not sug- 
gestive. If Mr. Baker had had an 


exhibition of works of this quality 
I could not have objected. 


lends her authoritative words to 
|electrical dealers’ advertising. 
| Attached is a tear sheet, showing 


Padre Habe Newel Nout fhe Howse | anagh es * 


= me ht) 


ie iif’ 5 ke Cat a4 
“IE ak P ad Tr 

Set e pene, 

rast: . Yow Bo rr! 


OMERY WARD 


Dorothy’s column appearing above 
the ad, with Dorothy’s admonition: 
“Not what you do that matters, 
girls, but how you do your job.” 

Below is the dealers’ ad, 
lined with: “It’s not what you do— 
it’s the way you do it.” 

Page Emily Post! 

Sincerely yours, 
K. J. JAcK, 

Manager, Sales Promotion and 

Advertising, Washington Water 

Power Company, Spokane. 


a v 
Minor Miracle 
To the Editor: Did you notice 


Mr. Baker is so content with the 


in 
the advertising world to see that it | 


Dorothy Dix, known from coast to | 


a 


| 


NOW 


Ask to see the circulation audit re- 
_ports—Our Sunday Visitor and The 
| Register are members of the Audit 
Bureau of Circulations. 


Ask to see the comparative figures 
of Catholic with total population 
for each state—the figures of the 
_membership of other denomina- 
tions. 


Check them! 


You will likely be surprised at what 
you uncover—at the opportunity 
you have to sell profitably a de- 


head- | 


pendable group of families which 
will give you an immediate cash- 
“over-the-counter response. 


Back of the figures you will find 
papers which have won the interest, 
confidence, and respect of the fam- 
ilies that read them—you will find 
families enjoying happy home life 


the current Listerine advertisement which will listen to your sales story 


—the one that tells about the “nice, 
solid sort of fellow ... with con- 
siderable charm, good manners, 
good looks, a real job” with whom 
Eileen wouldn’t go to one of the 
gay parties of the year because he 
had you know what? 

“What do a man’s good points 
amount to when he is troubled with 
halitosis?” Listerine asks. “They 
can count for little in the face of 
this unpardonable social offense.” 

Which makes us wonder how he 
managed to hold that “real job.” 

S. LARRABEE FRANKS, 
Benjamins, Salisbury, Md. 
v v 


Calls Sports Pages 
Linage “Loss Leaders” 


To the Editor: When the big 
moguls of the newspaper business, 
the publishers, meet in frequent 
session they query each other as to 
where advertising has gone. 

As an advertising man of quite 
some experience may I say that a 
great deal of it has gone into the 
sports pages (baseball prize 
fights ... bowling... softball teams 

. ete., etc.) and a lot of the re- 
mainder of it in the space utilized 
by columnists. 


The latter includes all of New 
York’s night spots, friends of the 
columnists, denizens of Hollywood, 
Billy Rose activities, ete, ad 
nauseum 

Business (?) enterprises that can 
get their advertising FREE OF 
CHARGE would be dumb to pay 
for it. 

C. G. ABBEY, 

Advertising Manager, Geneva 


Daily Times, Geneva, N. Y. 


ro. 
wre a3 


with interest and receive your mes- 
sage with loyal regard—you will 
find papers which produce unusual 
editorial and merchandising coop- 
eration—you will find an oppor- 
tunity for profitable results. 


Because you can reach these fam- 
ilies at a cost lower than you can 
reach almost any other families 
anywhere, you will find a modest 
advertising expenditure producing 
an amazingly profitable return. 


Check these figures, and your op- 
portunity, right now. 


OUR SUNDAY VISITOR 
and THE REGISTER 


C.D, BERTOLET & CO., ine. 


ADVERTISING REPRESENTATIV® 
CHICAGO 
30 N. Dearborn CENtra! 048! 
o 
NEW YORK OFFICE 


R. A. Renick, Mgr. 
Room 807-110 E. 42nd Lex. 2-6!76 
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to find makers of top-notch equip-|far ahead of last year, it’s only) tising manager, succeeding Irene 
The Business Digest ment lines currently running double |natu r al that inefficiencies have|C. Gregg. 

their last year’s shipments to job-|crept into the business. But it’s 

Significant Developments in Trade and Industry as bers,” managing editor Hugh Moore |doubtful if merchandise will be 

Reported by the Business Press admonishes. “So even if they had available in sufficient quantities to 


no war business at all in their fac- | enable jobbers’ sales to continue at 
Edited by RALPH O. McGRAW. tories, it would be reasonable to| Present levels. So it’s time now 


— 


= OF KNOWING ip, 


YEAR 


Summer Holidays lof what's going on. The situation ¢xpect delayed deliveries on fast- to do some thinking as to what 
In a Country at War ‘is simplified by a simple analysis ™°Ving numbers.” rng pa casi i! To costs LAUREL IMPROVED 
seve : ; As to what to do under the cir- ALIS h lower gross incomes. 
3 r vacé 7 far may) 0 atest available figures, as : cae 
Summer vacations and war may)of the latest available figures, as a | Present volumes are so far above OFFSET LITHOGRAPHY 


: cumstances, the writer suggests 
it seem to go hand in hand but ac-| reported by members of Motor and , ‘ - : 929 . ’ . an ; triage 
I allege number of specific things, among | 1939 and ‘40 figures that they can 


which are: 1. Anticipate delays be cut considerably and still main- 
when ordering. 2. Don’t “ride” the | tain sales at a level which proved 
factories—ride with them. 3. Stick | Profitable to most jobbers in those | 
with favor. with — present a, . = years.” A 
ée overnment.” article| ; ~—peadlbones Btw “or your full price. 5. Sell selectively. ee ge cgies Since 
ia on “take the he that, for pene — ‘ae _— ©. Look ahead. Under the last point, Advances Richards LAUREL PROCESS COMPANY (ttumammn 
Pa — 4 i are 25 per cent ahead. Keep in the writer gives this bit of analyti- 480 CANAL STREET NEW YORK TO KNOW 
pulps of efficiency In war pro- | mind that these are only averages cal advice: ; Walker $3000" , 
duction and in other essential busi-| pgernns : iar " eeaees ae ae : 
ness of the country, the customary | 2"4 that it’s not uncommon at all With sales volumes running so 
summer holiday, so far as it does 
not exceed one week, should in gen- 
eral be taken this year. While a 
holiday should provide a physical 
and mental change from one’s or- 
dinary work, care should be taken 
to reduce travel to a minimum. Spe- 
cial facilities for travel cannot be s 
made available and transport under. | i 
takings must continue to give first] 
consideration to the movement of | 
essential traffic. 
“Arrangements for holidays to be| 
taken in rotation by individuals | 
must be made on a much wider} 
scale than has been usual under | 
peace conditions, so as to avoid dis- | 
location of the rhythm of produc-| , 
tion and of the ordinary routine of | 2 a 
the country. In the case of some| p - 
establishments it may be better | a 
from the point of view of efficiency 
to close down for the holiday period, 
if advantage can be taken of this 
to overhaul the plant. Arrange- 
ments should be made to enable 
goods to be received even though 
the establishments are closed. The 
Government considers it undesirable 
that there should be a general holi- 
day period in a particular town or 
area. even though this may in a 
number of cases prevent members 


for EFFECTIVE, ECONOMICAL 
BOOKLETS + FOLDERS 
MAILING PIECES 
BLACK & WHITE. COLOR WORK 


BREE DESCRIPTIVE 
MANUAL ON REQUEST 


cording to an article in the July Equipment Manufacturers Associa- 

ue of Industry Illustrated, British tion of service equipment ship- 
management journal, the govern- 
ment looks upon summer holidays 


ments to jobbers in recent months 
which have been running nearly 60 
per cent ahead of last year’s cor- 


Ostby & Barton Company, Provi- 
dence ring and pin manufacturer, 
has named W. J. Richards adver- 


= 


% 


7 
a 
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' of a family from taking their holi- 

days at the same time. The usual 

y local holiday or wakes weeks 
’ should, therefore, be abandoned. 

“Whenever possible, the week’s 

h holiday should be in one spell, but 

‘- in some cases it may be necessary 


to divide it into two spells, and it 
s contemplated that, as last year, 
4 the law will be modified to permit 

of such division in various cases in 
t, which it would have been illegal. 
Where the week is so divided, one 


a spell should immediately precede 
d o: follow the workers’ weekly rest- 
te day. 

“Holidays should not be concen- 
ry trated in the early part of August, 
5. but should be spread so far as pos-} 
sible over the period May to Octo- 
b ber, by an extensive use of rota 
ial systems and of staggering holidays 


as between different establish- 


With eyes on present and future profits, able advertisers 
P ments.” 


i itn as tiees ie are creating sales literature that displays their merchan- 
In an effort to show automotive 

equipment jobbers the difficulties dise so well and states its merits so forcibly, that people 
m- which confront the manufacturer in 
an keeping up with demand for mer- . i 
, candies, Jobber Topics for August | stand tiptoe to survey the goods available, and then eager- 
es gives a behind-the-scene account 
od ly make their choice. As the use of good printing grows 
ing y | 

: Wh, Rud | rapidly because it does the selling job so much better 
>p- | 


than other media, more advertisers and printers find extra 


values in Champion paper, and flood Champion mills with 


,| WSYR 


SYRACUSE 


business. Their growing preference for good advertising 
on Champion paper indicates that users are on their toes, 


too, reaching upward for better groups of alert buyers. 


can you gel 
complete program 
i building 
facilities ? 


Ne. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . . . Over 1,500,000 Pounds a Day 


District Sales Offices: NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND - BOSTON - ST. LOUIS + CINCINNATI + ATLANTA 
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Shipbuilding on Vast Scale 


rancisco Defense 


Paces San 


Bay Area Takes Boom 
Easily; Expects It to 
Last a Long Time 


By KEN MATHER 


San Francisco, Aug. 21.—In this 
city by the Golden Gate, Midas’ 
eyes would certainly gleam as he 
choked on the billion dollars in de- 
fense contracts, but this area isn’t 
relinquishing its hold on ordinary 
life till it becomes better aware of 
what goes into those zeros. 

The figures are too big for com- 
prehension, so let’s first humanize 
the picture a bit. 

F. L. Fulton’s small boat yard at 
Antioch last year decided to fill 
time by building a 50-ton Navy tug 
—without an order. When it was 
completed, the Navy Department 
was called to see it. They bought. 
A request followed for Fulton to 
come to Washington. He returned 
with contracts for six mine sweep- 
ers—$800,000 worth. 


Did You Say Shipbuilding? 


Or take Tinsley Laboratories in 
Berkeley, where a few binoculars 
were being made. The proprietor 
went down to see Hall-Scott Motor 
Company at the plant rushing out 
marine engines 24 hours a day in a 
seven-day week. Now with a sub- 
contract, Tinsley is absorbed in 
making instruments _ that might | 
revolutionize war-making, and has} 
certainly revolutionized its busi-| 
ness. The Cutter Laboratories, pro- | 
ducing vaccines, has added buildings | 


far larger than its “pre-defense” | $17,000,000, San Francisco is de-| is 
plant. Take the School for the Blind, | 
with substantial contracts for cloth- | 
Or Levi Strauss & Co., maker | 
of overalls and jeans, whose share | 


ing. 


in one announcement of govern- 


ment contracts was $60 for experi- | 


mental Alaskan parkas, and $9,673 
for blankets. 

Then there is Marchant, calcu- 
lating machine manufacturer, whose 
precision facilities have been largely 
turned to defense instruments, and 
Bethlehem Shipbuilding Corpora- 


were more waiting jobs than seek- 
ers. 


Millions Upon Millions 


| 


Now let’s jump into the statistical 
|sea, and pull out some not-so-dry 
| facts. Moore Dry Dock Company, in 


tion and Moore Dry Dock Company, | Oakland, with orders for $112,000,- 
who have filled 20 years with los-|000 worth of ships, has over 4,000 
ing-bid efforts to compete against; workers, a payroll estimated at 
the East Coast’s lower shipbuilding | $400,000, some departments work- 
costs, but somehow carried through | ing 24 hours a day and a new four 
till their plants are again bursting | million dollar yard with more ship- 
out at the seams. And Mare Island| ways opened this summer. Their 
Navy Yard administrators are pur-| contracts call for 28 ships. Bethle- 


suing accustomed activities, but|hem Shipbuilding Corporation in 
San Francisco has over $300,000,000 
of ship contracts; Mare Island at 
Vallejo, is doing over $100,000,000 
of construction; Todd - California 
| Shipbuilding Corporation at Rich- 
mond, will have 7,500 men at work 
building $48,000,000 worth of ships; 
Western Pipe & Steel Company 
in South San Francisco has $36,- 
000,000; General Engineering & 
Dry Dock Company has blossomed 


with some nightmare character- 
istics in extended hours and Jack- 
of-the-Beanstalk proportions. 


Boom in Trade Schools 


In a once-abandoned schoolhouse 
in Oakland a shipbuilding school is 
in session 24 hours a day, turning 
out loftsmen, shipfitters and other 
ship craftsmen. For $1, anyone who 


has sometime graduated from a 
high school may take here a course 
planned by a committee represent- 
ing unions and industrial employ- 
ers. Instructors have at least seven 
years’ successful experience as jour- 
neymen in their trade, and admin- 
ister the union’s entering apprentice 
examination to students sufficiently 
trained. Or perhaps you would 
like to join the fourth shift, 10:30 
p. m. to 5:15 a. m. at the Central 
Trades School where defense work- 
ers in sheet metal, welding, or radio 
work are being trained. 

Under a federal appropriation of 


in Alameda with $19,000,000 for 
mine sweepers; United Engineering 
Company of Alameda is converting 
$5,500,000 into ships; Richmond 
Shipbuilding Corporation has 
orders for $44,878,000 worth of bot- 
toms. North of the bay, at Napa, 
almost $2,000,000 worth of oil 
barges are contracted for, as well 
as tankers. 


Will Last Seven Years 


But shipbuilding is a slow job at 
best, and the big money will be 
spread over some seven years. In 
this early stage, peak employment 
not even in sight. Shipyard 
workers in Richmond are expected 
to total 15,000 men. In a commu- 
nity that has heretofore had a popu- 
a junior college. This year, for the | lation of 20,000 people, some severe 
first time in the memories of most strains are inevitable. So far, 
1941 high school graduates, there! Vallejo, site of Mare Island Navy 


veloping a defense workers’ train- 
ing program in Samuel Gompers 
Trade School, five high schools, and 


WHAT MAKES A PERSON WRITE 
A LETTER LIKE THIS...? 


Sponsoas themselves write WHEC fan 
mail because the ordinary human,— 
like the crusty admiral,— gets a kick out 


of a genuine opportunity to run, up the 


“well done” signal. Judging by 
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files, WHEC’S “most action per dollar 


performance” inspires sponsors, time- 


buyers and account executives with 


that 


real enthusiasm which prompts them to 


take pen in hand (some even telegraph). 


Is WHEC on your list for Fall? 


Representatives: Paul H. Raymer Co. 
New York Chicago Detroit San Francisco 


ROCHESTER, N. Y. BASIC CBS 


graph, with one of the huge dry docks 
destroyers. No pictures are permitted 


MARE ISLAND NAVY YARD—I! YEARS AGO 
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Vastness of San Francisco's Mare Island Navy Yard is apparent from this photo- 


in the foreground host to half a dozen 
of developments at the naval center 


since October, 1930. 


Yard, is the only place to reach 
the tent-town overflow stage. 
Houses can’t be built fast enough, 
and numbers of workers drive daily 
from San Francisco, Oakland, or 
nearby towns. 

Since the average earning in the 
shipbuilding industrial classification 
in June was $1.12 an hour, it is easy 
to understand how other businesses 
from printing to service stations are 
suddenly confronted with difficulty 
in holding enough employes. That 
women will soon be generally seen 
in some types of jobs formerly held 
by men is to be confidently ex- 
pected. The Bay Area will need 
50,000 more workers in national 


the time in these acres of storage 
facilities the Coast Guard Base and 
nearby Government Island have a 
concentration of defense activities. 
In Albany, the Western Research 
Laboratory has been completed for 
scientists working on many new and 
startling uses of our agricultural 
products. 


Many Forts in Area 


San Francisco’s harbor defenses 
(Presidio and forts) will have a 
personnel of from 6,500 to 10,000 
men; Hamilton Field, north of the 
Bay, is to have 4,500 to 6,000 men; 
Moffett Field, down the Peninsula, 


defense industries before March 1, 


Bureau of Employment Security. 
The “bottleneck” will be in skilled 
or semi-skilled workers. 
Army Posts a Factor 

Though shipbuilding workers 
make up two-thirds of Oakland’s 
employes in defense industries and 
military bases, the latter are not to 
be high-hatted. The Navy got a 


ings on Treasure Island which were 
occupied July 1 as warehouses and 
barracks for three to six thousand 


MARKET STREET 


ye 


| San Francisco's famous Market street 

takes on new color as a result of de- 

fense. This view looks toward the Ferry 
bldg. and the Bay. 


men. 
Island's seaplane base and repair 
shops with $1,680,000. In Oakland's 
\Inner Harbor, where the largest 
fighting ships can be berthed, is the 
mammoth $20,000,000 Fleet Naval 
Supply Base with huge storehouses 
for food, medical supplies, clothing, 
|airplane parts, equipment and other 
| supplies for the whole Pacific Basin. 
Across the estuary in Alameda is 
ithe Naval Air Station, 
|of the Pacific Fleet air force, where 
| $23,000,000 will be expended in de- 
veloping the landing field, a huge 
basin for amphibian planes, repair 
shops, barracks. 

In Oakland’s Outer Harbor is the 
Pacific Port of Embarkation and 
General Depot of the Army, with 
miles of docking space and railroad 
tracks, $32,000,000 worth of facili- 
ties for supplying clothing, food, 
arms, ammunition and other ma- 
terials. It is estimated that a $35,- 
000,000 stock will be on hand all 


$125,000 bargain in exposition build- | 


WPA is developing Treasure 


main base | 


accommodates from 2,000 to 4,000 
men; Fort Ord and Presidio of 


1942, according to estimates of the | Monterey, 32,000; to say nothing of 


‘other outlying camps and air corps 
| fields. 
| Bustling construction goes back 
|in the hills and valleys where the 
,$300,000,000 Central Valley project 
\is in its initial stage. Huge dams 
will reduce flood damage; canals 
and irrigation will add countless 
millions of crop wealth. There will 
be both huge peacetime potentials 
‘and wartime power reserves. 
| With San Francisco-Oakland Bay 
| Bridge hanging up a 43 per cent in- 
|crease in number of passenger cars 
ito 8,820,628 for first six months of 
1941 compared to a similar period 
last year when higher tolls were in 
| effect (Golden Gate bridge traffic is 
lup 2 per cent), it is correctly 
|guessed that compact San Francisco 
|has a big parking headache. A 
| major development in city life is 
the current construction under 
Union Square’s park benches of a 
$1,450,000 four-story underground 
garage to hold 1,700 cars at one 
time. 

Among eight large housing pro)- 
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ects — three of which have been 
completed—will come Chinatown’s 
250-low-income-family accommo- 
iations on Pacific Avenue between 
Grant Avenue and Stockton Street. 
Oakland has three slum-clearance 
“villages,” and Alameda two large 
home projects for naval personnel. 
San Francisco’s 16-story $4,000,000 
Immigration and Appraisers stores- 
building (imports for the first 


quarter set a new high for the dec- | 


ade with $57,858,552), the new head 
office for Bank of America on 
Montgomery Street’s skyline (San 
Franciseco’s bank clearings were up 
16 per cent over the first six months 
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New vessels for Uncle Sam's merchant 

navy are being turned out at the West- 

ern Pipe and Steel Company's South 

San Francisco shipyard. Because of the 

narrow channel, sidewise launching is 
imperative. 


of 1940), and the new million dollar | 
NBC building have also been sup- 
plying major interest to San Fran- 
cisco watchers. 

An all-time high in development 
of subdivisions was set in the San | 
Francisco Bay area during the year | 
ended May 1, with 281 new sub- 
divisions containing over 15,000 lots 
recorded. Reclamation of 20,000 
acres of Bay tidelands has now been 
proposed. 


Retail Trade Moves Upward 


San Francisco’s passenger car 
sales for the first five months of this 
year were up 55 per cent over a 
year ago; airport passengers had in- 
creased 31 per cent; phone connec- 
tions increased 95 per cent while 
water consumers increased but 1 
per cent. San Francisco’s general 
business index moved up 13.3 points 
to 141.6, while commercial failures 
were 48 per cent less in liabilities. 

Federal Reserve Bank reports 
downtown Oakland leading this 
area in value of retail trade for the 
irst six months of the year with 
an increase of 14 per cent, while 
San Francisco showed 12 per cent | 
(San Diego led the Twelfth District | 
with plus 36 per cent.) Oakland | 
Chamber of Commerce analysis | 
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shows a 32.4 per cent increase for 
the first six months in number of 
carloads moving in and out of Oak- 
land’s switching district, and adver- 
tising linage is up 8.8 per cent. San 
Francisco has had about one per 
cent newspaper linage increase over 
the 1940 Exposition year. Radio sta- 
tions are jubilant over the usual 
summer slumps’ not materializing 
this year, while their revenues 
mount upward with ten or twelve 
per cent further gain in prospect. 
Cumulative six-month bank 
debits of $5,530,041,000 in San Fran- 
cisco compared to $6,254,180,000 for 
Los Angeles, are reported by the 
Federal Reserve Bank. Sacramento, 
capital, was third in Cali- 
fornia with $924,470,000, closely fol- 
lowed by Oakland’s $782,368,000. 


eis was ninth with $181,856,- 
000, and San Jose tenth with $155,- 
363,000. 

After dry statistics, some liquid 
refreshment may be desired. So 
we offer you California’ wines, 
which this year set a new March 
sales high of 7,335,053 gallons, and 
are continuing gains. 


No Let-Down Feared 


What about the frequently-feared 
post-war let down? San Francisco’s 
June payrolls were 45.6 per cent 
above a year ago, with number of 
Wage-earners up 29.2 per cent. 
Alameda county payrolls in June 
were 70.7 per cent above a year ago, 
with the number of wage-earners 
up 28 per cent. Will this pile-up 
have to come down later? The San 


Francisco-Oakland industrial area is | 
optimistic, pointing out that 3,500 
plants in this area turn out a range 
of products as diversified as any- 
where in the country; that they 
have by no means come to depend 
on defense production; that the big 
naval, air and army depots may be 
expected to continue their employ- 
ment and purchasing effect into 
peacetime; and that shipbuilding, 
the major defense activity in this 
district, is likely to be the longest 
lasting of war production, with some 
years’ margin to make the post-war 
readjustment on a basis of a nor- 
mally developing West Coast com- 
merce. So people here continue to 
look at Mount Tamalpais, the 
bridges, and Seal Rocks with equa- 
nimity. 


Names Delite Martin 

Delite Martin, formerly with Lu- 
cien Lelong, Inc., Chicago, has been 
named Midwestern editorial repre- 
sentative for Your Charm, with 
offices at 230 N. Michigan avenue. 


Cassar was.a 
Bia kiagus Ad Wan 


Way Bun « wv o. & he advertised 
doings of the Roman senate on 
specially constructed bulletin boards. 
He would have thrilled at today's 
better offset produced by Roto-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 
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SMileage made him immortal . 
SMileage in Esquire revives readers’ interest in life. 
The more SMileage there is, the better chance 
the advertiser has. SMileage brings results 


and Esquire brings you SMileage, Mr. Advertiser. 
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Lucky that Leonardo never said that. For all his genius, 


it took the grin on a little model’s face 


to make Leonardo Da Vinci mean something to the world at large. 
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Fly Testifies 
Against Tax on 
Radio Time Sales 


Possibility of Substi- 
tute Franchise Tax Ils 


Considered 


Washington, D. C., Aug. 19.— 
Broadcasters this week enjoyed the 
rather unique position of being on 
the same side of a controversy as 
Chairman James L. Fly of the Fed- 
eral Communications Commission. 
The event transpired at a Senate 
finance committee hearing on the 
House-approved tax on radio net 
time sales. 

That Chairman Fly espoused 
with some reluctance the cause of 
the networks and the National As- 
sociation of Broadcasters seemed 
indicated by his testimony. Al- 
though his remarks appeared to in- 
dicate that he was against the tax, 
a committee member, Sen. Arthur 
H. Vandenberg of Michigan, had to 
ask him at the end of his statement 
ie whether or not he was opposed. 
ie Even then the commission chairman 


did not come out flat-footed against 
the tax, but merely characterized it 
as “highly dubious.” 

Chairman Fly was one of six wit- 
nesses heard by the committee, all 
of whom opposed the levy. Others 
were two radio association repre- 
sentatives and three labor union 
spokesmen. They were: Ellsworth 
*. Alvord, tax attorney presenting 


the NAB case; Harold A. Lafount, | 


president of National Independent 
Broadcasters; Mrs. Emily Holt, 
American Federation of Radio Ar- 
tists; Maurice Lynch, Chicago Fed- 
eration of Labor; and Lawson Wim- 
berly, International Brotherhood of 
Electrical Workers. 
Much Public Service 

Chairman Fly’s testimony stressed 
the public service aspects of broad- 
| casting so much so that Sen. Ed- 
|win C. Johnson of Colorado asked 
\if a tax on radio might be consid- 
/ered a tax on freedom of expression 
inasmuch as stations give a consid- 
erable amount of free time for 
forum discussions on public ques- 
tions. The FCC chief was inclined 
to agree and added that these time 
contributions tend to offset the 
‘claim that broadcasters should be 
taxed for the valuable franchises 
| they receive free. 

Chairman Fly said that the in- 
{dustry is in a period in which pub- 
|lie service demands are becoming 


more burdensome than ever. In 
addition, stations may ve required 


to install additional equ.pment for | 
possible use by the governinent in | 


the event the war spreads lo this 
side of the Atlantic. 


He added that fixed costs are par- | 


ticularly high in the broadcasting 
industry, and that a loss of revenue 
such as is in prospect because of 
curtailed production of civilian 
goods presents a serious problem 
since costs cannot be materially re- 
duced. 


Competing Media Not Taxed 


Chairman Fly sounded the first 
note of what was to become a gen- 
eral chorus before the session ended 
when he pointed out that competing 
advertising media are not taxed un- 
der the bill. 
tion to the postal subsidy enjoyed 
by newspapers and magazines. 

The chains would be hit hardest 
by the net time sales levy. Mr. Fly 
estimated that the National Broad- 
casting Company and the Columbia 
Broadcasting System would pay 
roughly $2,000,000 each on the basis 
of 1940 billings. This would amount 
to a heavy proportion of net income. 

The effect on such regional net- 
works as Don Lee would be “more | 
emphatic,” he said. <A possible re- | 
sult might be that these chains | 
would curtail or abandon smaller 
stations. | 


these figures reveal 


service 


have already noted. 


ae = The Only ABC-ABP Publication in the Field 
New York Chicago Portland Los Angeles 
330 W. 42nd St. 100 E. Ohio St. Terminal Sales Bldg. 1709 W. 8th St. 
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tions and in accounts. 


and in this case it’s based on the most authoritative 


to advertisers. 


A DVERTISERS and agencies are quick to sense changes in media values 
to determine whether a publication is merely coasting or is aggres- 


sively building increased values for readers and advertisers. 


That's why the marked trend to Hospital Management is so significant 
especially when the figures for the first six months of 1941 show that this 


up-and-coming publication leads the entire field in gains in pages, in inser- 


There's a reason for shifts of advertiser and agency preference as marked as 


editorial content in the field, the best coverage of the market, the best 


It’s time you looked into this rapidly changing picture 


of the shifts in media value and performance that so many wise advertisers 


Ask for a Copy of “Trends in Hospital Advertising” 


asc HOSPITAL MANAGEMENT “= 


to take advantage 
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He also called atten- | 


TIRE RETREADING MOVES INTO THE NEWS 


TIRE COSTS CUT 50% WITH OUR NEWEST METHOD 
OF TREADING SMOOTH TIRES!! 


Save money for yourself---Save rubber for defense !f Get new tire SAFETY and PERFORMANCE 
at about HALF new tire cost! 


be 
CURING AND MOLDING NEW TREAD DESIGN 


NSPECTING A PREP AR hw ASING FOR NEW TREAD APPLYING NEW TREAD BUGGER 
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Largest Assortment of New Used and Recapped Truck 


Itt CENTRAL AVE. 


Tel. 
tise 


Step In At The Tire Bargain Center 


The McCOY GENERAL TIRE Co.. Ine. 
Cor. LEXINGTON AVENUE 


and Passenger Car Tire Bargeins in Eastern Now York State 


4-6146 


leet 


This seven-column advertisement which ran in Albany, N. Y., papers last week may 
be a sample of considerably more advertising of the same type which will appear 


shortly. 


Even tire manufacturers are urging the retreading of tires now, due to 


the possible shortage of rubber. 


In answer to questions from com- 
mittee members, the FCC boss de- 
clared the proposed tax would set 
a precedent for taxing other media. 
He suggested instead that radio be 
treated like other communications 


5.50 Sib GS GO Gb GD Gb OD Ob OD EE OF MEMS SSERNRSERRERESDEEEOOMOO Owain his balliwick—the telephone and 


telegraph industries. FCC has pon- 
dered for some time the advisability 
of asking Congress to enact a fran- 
chise tax which would pay the cost 
of regulation. The proposal under 
FCC consideration calls for a levy 
of one-half of one per cent on gross 
income. Asked to give his agency’s 


budget, Chairman Fly placed it at| 


about $2,000,000, exclusive of extra 
funds for special defense work. 
Later, Mr. Alvord declared that not 
more than one-sixth or one-seven 
of FCC’s budget is spent for regula- 
tion of commercial broadcasting, 
and the rest on other communica- 
tions. 


Favors Franchise Tax 


Sen. Josiah W. Bailey of North 
Carolina, who presided in_ the 
absence of Chairman George, ex- 
pressed opposition to the radio tax 
as adopted by the House but favored 
a franchise tax. Chairman Fly 
agreed but said it is difficult to find 
a formula which will tax all sta- 
tions equitably. The FCC chief said 
it would be better to base such a 
levy on population coverage rather 
than wattage, but even this plan 
presents difficulties since coverage 
is hard to determine and changes 
with the hour and the season. 

Mr. Lafount, who was a member 
of the old Federal Radio Commis- 
sion from 1927 to 1934, stressed 
three points: 1. Independent broad- 
casters are willing to pay their just 
share in financing the defense pro- 
gram and realize that heavier taxes 
are necessary; 2. The bill discrimi- 
nates against radio, and in many 
cases “would have the effect of tax- 
ing losses” since nearly 300 stations 
operate in the red; 3. Stations are 
now allocating more time than ever 
to public service programs, are 
“already making an enormous con- 
tribution to the cause of national 
defense,” and imposition of the spe- 
cial tax “would tend to impair the 
quality of radio programs and thus 
weaken a great system of public 
communication at a time when it 
should be strengthened.” 


Would Tax Revenue-Producer 


Mr. Lynch, whose union operates 
station WCFL, Chicago, and 
only one in the country to hold a 
radio franchise, charged that the tax 
is discriminatory and departs from 
precedent in taxing a revenue-pro- 
ducing process — advertising. He 
said WCFL operated at a loss until 
last year, and that it would be im- 
possible for the station to go ahead 
with plans to double its power to 
10,000 watts if the tax is enacted 

Mrs. Holt read a_ resolution 
adopted at AFRA’s recent conven- 
tion in Detroit which opposed the 
tax as “discriminatory.” She said 
that its adoption might disturb wage 
scales for radio talent, cause unem- 
ployment, and would be unfair to a 
group of people who have gener- 


is the| 


ously contributed their services in 
the interests of national defense. 

| Mr. Wimberley explained to the 
committee that the radio tax is an 
outgrowth of the bill instigated by 
| the printers’ union and now pending 
|}in the House to tax radio as an 
amusement. (The bill, H. R. 4806, 
was introduced by Rep. Lawrence 
J. Connery, chairman of the House 
printing committee.) He made it 
clear that the American Federation 
of Labor, to which the printers’ 
union is linked, opposes the radio 
tax. He agreed upon request 
submit for the record the text of a 
resolution adopted by the AFL 
executive council recently, opposing 
the House-approved proposal. All 
three unions whose representatives 
testified are AFL affiliates. 


to 


Alvord Presents Documents 


Like all other witnesses except 
Chairman Fly, Mr. Alvord was 
limited to 10 minutes’ testimony. 
Unlike the others, he presented a 
detailed memorandum for inclusion 
in the record. In it, he analyzed 
point by point contentions made to 
justify the tax in the House Ways 
and Means committee report. 

He presented documentary evi- 
dence to disprove committee charges 
that “radio broadcasters possess a 
valuable monopolistic — privilege,” 
“earn high rates of return on rela- 
tively small investments” and hence 
possess unusual tax-paying ability, 
and “radio broadcasting requires 
public regulation ... at public ex- 
pense.” 


In addition to declaring invalid 
all arguments of the House com- 
mittee in support of the tax, he 
listed NAB’s principal objections: 


1. It is discriminatory; 2. It imposes 
a burden which will imperil a vital 
public service. In developing these 


claims, he pointed out that radio 
receives only one-eighth of all 
advertising expenditures and _ that 
the saturation point is near. 
“Advertising managers are 4 
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Complete facilities and lo: 
experience enable us 
meet the exacting dema 
of agencies, publishers an¢ 
marketing analysts 


- 
Send for your copy of 


booklet entitled 
in Market Research.” 


eAng?r 
cUOn 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York. N. wi 


BOSTON CHICAGO DETROIT | 
MONTREAL TORONTO | 
we 


to t 
thos 
med 
cial 

M 
pub: 
part 
eme 
ures 
impr 
sorb 
nati\ 
ser\ 
ence 
its ¢ 


He 
cuss! 
reve! 
that « 
tisers 
24 wv 
prior 
and : 
impo! 
broad 
adver 
affect 
“Nor 
gover 
tion é 
device 
ment 
the re 
lines.’ 
No 
21 me 
comm 
time ¢ 
mony 
of tho 
by th 
concer 
nature 
The 
ate co 
time s 
£0 to 
tees of 
ilthoug 
difficul 
ind th 
iorm o 
suitutec 
each t 
tember 
erence 


lolly ’ 
Spot 
‘rade | 
nes w 
ertisin 
orn Ci 
ts Jolly 
Mpaig 
ertisin; 
fency, 
es 


—. 


W 
NO 


the tr, 


"SO use 
et the | 
Solute 
"ritory | 
And who 
When 
"*gJon? 


are 


*na/ Repr 


5 et ees ne mi Sat eo & fey aa eee ts gy So ee. Pe ha a Diy" ee ¥ Po ae 
| eC Po A 
“— P| a h: 
a . ad 
F iBy fs a o ay T " : 
a j rf 4 _ ; : ” . j a. 
i Hie Fea VOOR 
caer a eesesesesSsSC—is eed g 4 ( “\ sy 
oa de rae } iy, iy ‘ dol 
a =< ox \- \ £ -_ . duc 
ee " ? é 4 7% : 5 rat 
a 8 Ts -NBT th 
5 ee . 
ae th 
: oe the 
. 4 
° 1s Cried Eckadieead Ginnie 
Le Al 
mt | 7 7 E i 
ka “a 
at 
a a ee 
} i 
... nnn enemas 
a HF, , wet ae Veity 
: a ‘ ta 4 ‘ME nnn nanean Te GB) Sa j 
ea x . A, eh a if 1 ane | 
: TID a 7 
= yA Sc \ NE RAO er 
ee Na SWANS CRRA ROO, EU 77 pe“ Wi he 
a N\ A aan A RAS YAY: wa? é I! Nae eg es 
a RE A A NNN. Hi i | Be yn 
- SAS SR 1 ee 
a. ." , ee Yi % R SA Neh NV. | | -— | RAD yf £4 
— | Sek NRA Wee | | Bel eae 
» a ag OG Rie 4 eh) A) * vit t . iy | d we i Ky 
, = , Pa toN ‘ St 4) | 4 i, 
: Ne, i> Na \, | ) : ' } K( “h 
i . mas Soe x i ¥ ay 
=. “ : Xs SE | b ¥ 1 Ruri 
— Ma sa SS By { ie {" We 
ee » So QRS 7 : , 
eh a || f | : i) ; 
a. - yn ~" } o¢ 
ie: NS | : ly 
. * . U 5 a5 ) % US ati sf 
; Any ‘ ee . — — 3 f a 
. sin codatinetd = AEA ed «Bi 
~ oa Ae 5 irae PS; eg 6 APE 7: oe 
.. a 
—_— ) 
oe | 7 
"Ee 
re 1 7 
a | TAB 
sh ae NBC 
= | a ue 
7 ur. I — 
¥ ae “ See Saet, ia a ! Sime 5 Po ees ee E Sad ES Mp. te 8 ea - Saas “See Boe hee et 5 ee a er mee er ae hs ad sa . 
He . ee €, 7 Se a ae Sf ; ‘ws 4 re “tre, * ao ae re. ee. oh ee i ae 4 Be “sf , gee ow ai os CS 3 st eh a) Sere yee - ‘oy aes at ae! ee ee 9 
See a % Sere * - - a eee j ” t ol Aaa te eae gene ae hi ; MERA ae a ae ewe ss i gee ere Ps ‘ee 
ae Se cs ee ee ee ee ee ed fae 3 Oe a eM Boa arte) ar eve in, oe -, Sees eee ne eae” be BE Lx 


August 25, 1941 


—_——_* 


ADVERTISING AGE 


e ME EAT ny Pee oe one 


23 


hard-boiled fraternity,” he 
“They will not spend more for radio 
advertising than it is worth. Mod- 
ern surveying methods enable them 
to determine with uncanny accuracy 
the effectiveness of the various 
media. Such surveys 
are being conducted constantly. 
When they show that radio is not 
producing as much per advertising 
dollar as another medium can pro- 
duce, radio must either reduce its 
rates or the other medium will get 
the business. 

There can be no question but 
that any effort on the part of the 
radio broadcasting industry to pass 
the burden of this proposed tax on 
to the advertisers will simply drive 
those advertisers to the use of other 
media not subjected to such a spe- 
cial tax.” 

Mr. Alvord also. stressed the | 
public service contributions of radio, 
particularly since the current 
emergency arose, and presented fig- 
ures to prove that it would be 
impossible for the industry to ab- 
sorb the tax itself. The only alter- | 
natives would be to reduce program 
service—thereby reducing its audi- 
ence—or raise rates—thereby losing 
its clients. 


Discuss War Outlook 
He followed Chairman Fly in dis- 


ivertising 


revenue due to the war. He said 
that of 100 principal national adver- 
tisers, “the production of at least 
24 will be seriously affected by 
priorities and material shortages, 
and 23 of these 24 are or have been 
important radio advertisers. “Radio 
broadcasters can hardly assume that 
advertising budgets will not be 
affected by this situation,” he said. 
“Nor can it be assumed that the 
government's efforts to avoid infla- 
tion and control spending, by such 
devices as the restriction of instal- 
ment buying, will not also result in 
the reduction of advertising in many 
lines.” 

No more than a half-dozen of the 
21 members of the Senate finance 
committee were present at any one 
time during the 90 minutes of testi- 
mony on the broadcasting tax. Most 
of those present, however, indicated 
by their questions that they are 
concerned about the discriminatory 
nature of the proposal. 

The best bet is still that the Sen- 
ate committee will scrap the net 
time sale tax, and the matter will 
go to conference between commit- 
tees of both houses. It is possible, 
although unlikely because of the 
difficulty in finding a fair formula 
ind the shortage of time, that some 
iorm of franchise tax may be sub- 
stituted. The bill is expected to 

each the Senate floor early in Sep- 
‘ember and will probably go to con- 
erence some time late in the month. 


lolly Time to Radio 

Spot radio, newspapers, 
‘rade papers and national 
nes will share the 
ertising budget 
orn Company, 


grocers’ 
maga- 
expanded ad- 
of American Pop 
Sioux City, Ia., for 


‘Jolly Time (Volumized) pop corn | 


mpaign. Buchanan-Thomas Ad- 
értising Company, Omaha, is the 
gency. 
ee 


said. 


cussing radio’s prospect of reduced | 


WE WILL 
NOT FIGHT 


the trend to KXYZ-KRIS! 


"$0 use—too many advertisers agree 


“at the KXYZ-KRIS combination is an 
‘tolute “must” for selling that rich 
tory known as the Texas Gulf Coast. 
WB? who are we to argue with them. 


"hen are you getting on the band 
"890n 7 


Full information on request. 


*na/ Representatives: THE BRANHAM CO. | 


$400,000 Released - Advertis in 
for Continued Tea Drive sing Probe 


The British treasury _ as approv _| Part of Inquiry 
1e release of $400,000 for conti 
advertising and. pr ‘n tis ON Small Business 


advertising and promotion in this 

country of tea from India, Ceylon,| washington. D. C.. Aug. 19.—In- 
Java and Sumatra. All phases of| |. 2° nston, BD. &., Aug. iv- 
advertising carried on during the | Vestigation of advertising by the 
past year by the Tea Bureau, New special Senate committee to study 


York. will be continued and a new |SMall business will be launched by 
1941-42 drive is to be launched|/ about Sept. 1, it was learned today, 
Oct. 1. William Esty & Co. is the} when the committee will send ex- 
agency. haustive questionnaires long 
Total imports of teas into the/list of advertisers, agencies and 
United States hé “the = steadily media. The questionnaire is now 
since the start of the bureau’s cam- being made up. 
paign. Freezing of Japanese credits | Sie atwertioben taduiee stile 
has created a new problem for the} 5 —?_. : 
industry, since stoppage of ship- | °° of six directions in which the 
ments “of Japanese and Formosa | study is pointed. Fair trade is one 
teas would probably require more | of the other subjects being probed. 
black tea from India, Ceylon, Java | Because of limited funds, the com- 


to a 


1S 


and Sumatra to make up the deficit.| mittee expects to collect data 
i naa jthrough mail solicitation and pub- 
WIGM Gets Permit llish its findings without public 
| A construction permit has been | Mewrings. — ; 
granted by FCC to George F. Meyer Nhen the chairm: an of the com- 
to build station WIGM at Medford. |mittee, Sen. James E. Murray of 
| Wis. Montana, announced last June that 


The station will be manage¢ | 
|by Waldemar C. Porsow. 


advertising would be investigated, 


he 
men 
sider 


indicated that 
asked that the 


small business 
committee con- 


Parker Pen on 
Short-Wave to L. A. 


their plight in attempting to 
buck big promotion budgets. Parker Pen Company, Janesville, 
Sen. Murray also said the adver-| Wis., will sponsor a series of 26 
tising inquiry would involve prob- weekly half-hour broadcasts, both 
lems arising from “direct or indi- in Spanish and Portuguese, over 
short-wave stations of National 


rect ownership of media of general 


blicit Broadcasting 
publicity 


tional division, 


Company's _interna- 


and propaganda by cor- 


porations engaged primarily in The Spanish program will be 
business other than that of the dis- | beamed to Latin America over Sta- 
semination of news or other general tions WRCA and WNBI on Mon- 
public information.” days from 8:15 to 8:45 p. m., EDST, 
and the Portuguese broadcasts will 
be heard over the same stations 
Heralds Corn Pack from 6:30 to 7 p. m., EDST. 
Three full-page, four-color ad- Blackett - Sample - Hummert, Chi- 
vertisements appearing in Septem- cago, is the agency. 
ber and October in Ladies’ Home — . 
Journal, Life and This Week will Resort Business Up 20% 
announce the 1941-42 pack of Nib- New England recreational busi- 
lets brand corn, product of Minne-| ness is 20 per cent ahead of last 
sota Valley Canning Company, Le year, according to the New England 
Seur, Minn. Council, Boston. 


Opens Capital Office Millard Expands Duties 


National Standard Parts Associa- David L. Millard, supervising art 
tion, Detroit, has opened a Wash-/director of Monroe Dreher, New 
ington branch, with Jack Wiggins) York, has taken over direction of 


in charge. | the media and research departments. 


In a comparison with 3 
similar metropolitan 
markets .. . Cleveland, 
Detroit and St. Louis 
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POST-GAZETTE 


is the only MORNING paper to be 


AUDIT BUREAU OF CIRCULATIONS 


Year Ending March 31, 1941, 


225,000 


' 


POST-GAZETTE SUN-TELE 
233,665 165,146 


PRESS 
228,713 


(Frees BURGH. 


Crowds like the one pictured above throng 
from all over the 14 Counties within a 50-mile 
radius to shop in Pittsburgh's Golden Triangle. 
There are 185 separate cities and towns of 
1,000 population or better in this booming 
Defense Area. And the Post-Gazette regularly 
reaches more readers and More Buyers here 
than any other Pittsburgh daily newspaper. 
According to the Audit Bureau of Circulations 
for the year ended March 31, 1941, the Post- 
Gazette led the Press by almost 5,000 and the 
Sun-Telegraph by better than 68,000 copies. 


Piltsburgh Post-Gazette 


ONE OF AMERICA’S GREAT NEWSPAPERS! 
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Insurance Admen 
to Discuss Sales 
Cooperation, Copy 


Hershey, Pa., Aug. 21.—The key- 
note of the annual meeting of the 


man’s calls. 


H. K. Dugdale, 
president of Van Sant, 
Co., Baltimore agency. Other 
speakers include George W. Scott, 
educational director of the National 
Association of Insurance Agents 
and George Malcom-Smith, 
Travelers Insurance Company’s 
publicity department and author of 
“Slightly Perfect,” a novel recently 
published by Random House. 

One of the features of the meet- 
ing will be the presentation of suc- 
cessful campaigns of past years and 
actual examples of sales and adver- 
tising coordination during a dis- 
cussion conducted by company ad- 
vertising managers and _ business 
paper editors. 


executive 


Names Giffing Manager 


William C. Giffing has been ap- 
pointed Eastern advertising man- 
ager of Open Road for Boys and 
Outdoors Magazine, New York. He 
was previously on the sales staff of 
House Beautiful, New York. 
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KODACHROME 


CHROMART carbro—quality Print provides 
superior art-copy for platemaking—S$38 up. 
Assures finest reproduction, permits re- 
touching, pasting into final artwork. 


CHROMURA Print—S16 up. Rich, clean, 
full-color print for framing, limited mail- 
ings, etc. Investigate! 


Photochrome, 837 N. Fairfax, Hollywood 
“Overnight by Plane” 


Insurance 
to be held here Sept. 8-9 will be | 
“Sales and Advertising Coopera- 


| newspaper 


of the | 


Bigger Play for 


Hollycourt and 
Dr. Grabow Pipes 


Chicago, Aug. 20.—M. Linkman & 
Co., maker of Dr. 


ing magazine space to its national 
advertising campaigns 


tion.”” Speakers will stress the co- | used in the past. Much will be 
ordination between insurance ad- jmade of the service angle in both 
vertising campaigns and the field | magazine and newspaper copy. 


A black and white page 


pipes, the two _ lines 
| being pushed by the company. The 
registered phrase “Pre-Smoked” 
comes in for a prominent spot in 


Grabow pipes, is | 
Advertising Conference | expanding its drive this fall by add- 


in Life | 
Keynoter for the meeting will be|will play up a group of army air 
vice- | pilots “armed” with Dr. Grabow and 
Dugdale & | Hollycourt 


ithe copy. A black and white page | 


in The Saturday Evening Post will 
|play up the two lines of pipes and 
their features. A four-color page 
in Esquire will have a patriotic note 
with a suggestion that pipes be 
given as Christmas gifts. 

In each of the newspaper series 
of ads a man from some branch of 
the U. S. services will be shown 
smoking one of the Linkman pipes. 
Each ad will be six inches long on 
one column. Simons- Michelson 
Company, Detroit, handles the ad- 
vertising. 


Don Lee, Zenith Get 
Television Permits 


Don Lee Broadcasting System 
Hollywood, and Zenith Radio 
Corporation, Chicago, have been 
granted construction permits for 
commercial television stations by 
the Federal Communications Com- 
mission. Both are now operating 
television outlets under experi- 
mental licenses. 

Don Lee wil! utilize the equip- 
ment of its current outlet, Station 
W6XAO, and will operate on Chan- 
nel No. 1 (50,000-56,000 kc). Zenith 
will use the same channel and 
employ existing facilities of Station 
W9XZV. 


Sells Weekly 
Col. John M. 


Peterson has sold 
the weekly News, Southington, 
Conn., to August Loeb, of the As- 
sociated Press’ New York staff. 
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Getting Personal 


Newest acquisition of John G. Wittschen, Jr., of Colgate-Palmolive- 
Peet’s ad department, is a bride, the former Suzanna Marjorie Hegy, 
of New York... 

Alfred J. McCosker, chairman of Mutual’s board of directors, with 
his wife, daughter and son-in-law, is getting his fill of sea air. He’s 
on a 12-day cruise to Central America on the “Kungsholm.” 

Some time ago this column chronicled the fact that Ted Jardine 
and Jim Woolf of JWT’s Chicago office defeated Dale McCutcheon and 
Dutch Feldon, of Macfadden’s Chicago office, in a grudge golf match. 
Now comes word that the insult 
has been partially avenged in a 
super-grudge match between Mr. 
Jardine and Joe Dooher, Pacific 
Coast Macfadden manager, 
played in Marin County, Cal... 

Harry D. Adair, pres. of Metro- 
politan Advertising Agency, New 
York, celebrated his silver wed- 
ding anniversary Aug. 23... 

Ruth E. Callender, dir. of field 
research for Psychological Corp.’s 
Chicago office, has been appointed 
to the morale division of the 
Army in San Juan, P. R. .. And 
a card from Mr. and Mrs. Herb 
Craig of the Rodney E. Boone 
Organization, vacationing 
in Alaska, says they are on the 
way to Juneau and Skagway. . . 

Mr. and Mrs. Arthur Braitsch 
of Arthur Braitsch Advertising 
Agcy., Providence, have returned 
from a honeymoon on Cape Cod. 
She is the former Georgianna 
Thoms. . . Bill Berry, editor and 
business mgr. of The Keystone 
Motorist, Philadelphia, is in Jef- 
ferson hospital for a month’s re- 
cuperation following an opera- 
tion. .. 

NBC’S Western division is in 
vacation travail, with L. S. Frost, 
assistant to vice-president, off to 
the Northwest and Vancouver, 
Tracy Moore, Blue sales man- 
ager, to Ocean Park, Wash., and Syd Dixon, Red sales manager, to 
Big Bear Lake. . . 

Mark Woods, NBC’s v.p., has bought himself a home in Short Hills, 
J. It has 16 rooms and sits on a three acre plot. . . 

Joseph Scheidler, v.p. at Tracy, Locke, Dawson, will be hanging up 
an “at home” sign on a new home in Crestwood, Westchester. . . 

Sam Ballard, Gardner’s copy chief, off to Miami for a vacation. 
Funny thing. He goes there on every vacation. . . California please 
copy. .. Ray Maxwell and wife Helen off to Colorado. He is president 
of Men’s Advertising Club of St. Louis and a.m. 
2. 


FISHING'S GOOD 


i bt 
ie 
_—— 


Aboard the good ship Caliban Il, off 
Freeport, L. |., Lee Tracy, promotion 
manager of Look, looks over his party's 
catch. Co-fishermen included George 
Benneyan, Bureau of Advertising; Connie 
Coburn, assistant advertising manager, 
New York Sun; Sidney Hollaender, presi- 
dent, Ever Ready Label Corp.; and Mrs. 
Tracy, who boated the second largest 
tuna in record time. 


N. 


Roy McKee, of McKee and Albright, Philadelphia, is spending week- 
ends driving back and forth from Sugar Hill, N. H., where 14-year-old 
daughter Shirley is in camp. . . Jim McFadden, v.p. in charge of radio 
for McKee and Albright, back in Philly after being on the West Coast 
to supervise Rudy Vallee and the Sealtest program. . . 

No end to business, with Ed Goldsmith, publicity director of Aitkin- 
Kynett Company, Philadelphia, going to the Jersey shore for a con- 

ference with M. E. Goldman, A-K v.p., where the latter is vacation- 
ing. . William G. Mennen, Jr., sec.-treas. of Mennen Company, 


ADCLUBS STAGE REAL BATTLE OF THE SEXES 


When the Men's Advertising Club of St. Louis challenged the Women's Adver- 


__ tising Club to @ quiz session on advertising subjects this group did the battling. 

Left to right, top row: Bill West, WIMV, Bob Burton, formerly with Gardner 
Advertising Company, now with Macfadden; Art Ocker, Southwestern Bell Tele- 
| phone Company. Bottom row: Bob Willier, Wabash Railway, leader of the 

men's team; Mary K. Abney, Scruggs-Vandervoort Barney; Ray Maxwell, Mis- 
| souri Pacific Railroad, president of the men's club; Mary Jo Carr, D'Arcy 
Marian Willier, 
Gardner Advertising Company; 
Gus Lehleitner, Commercial Letter Seep Ey. 


Advertising Company; Catherine Gunn Dies, United Charities; 
who headed the women's team; Bea Adams, 
and “announcer” 


Newark, has been appointed first lieutenant in the Medical Corps. 

Skipping rate cards and deadlines for a time, August Dorr, head of 
Parsons, Dorr and Hume Advertising Agency, Miami, has taken up 
flying at the Embry-Riddle aviation school; says he may get a crack 
at Hitler. . . 

John Bacon, Buffalo Broadcasting Corp., at home to convalesce from 
a recent illness. . . Harry Coleman, director of publicity, Hays MacFar- 
land & Co., Chicago, heading East on a combined business trip and 
vacation of two or three weeks’ duration. . . 

A newcomer to this troubled world, Raymond Rubicam Pollock by 
name, made his appearance last week at the Piedmont Hospital, 


Atlanta, Ga. Mama is Mrs. Judd Livingston Pollock, daughter of the 
Y&R chief... 


of Missouri Pacific © 


Airtemp Readies 
Expansion Into 


Commercial Field 


} 
| 


} 


Detroit, Aug. 19.—The Airt mp 
| Division of Chrysler Corporation j 
entering the commercial refrig 


tion field on a broad scale, Paul B 
|Zimmerman, vice-president ang 
general sales manager, told a re. 
gional conference of Airtemp dealers 
here. He said that a complete 
|factory set-up of engineering, man- 
ufacturing, sales and service is noy 
being organized. 

Malcolm T. Bard has been ap- 
pointed manager of commercia) 
refrigeration sales. He comes to 
Airtemp from the Norge Division of 


Borg-Warner where he was sales 
manager of the commercial ref 


conducted by factory officials in key 
cities throughout the country. Their 
| purpose is to acquaint dealers with 
additions to Airtemp’s line of heat- 


ig- 
eration department. His first task 
will be to organize the product 
lines and establish national distrj- 
| bution. 
| Architects Invited 

The Detroit meeting was One of 
: educational conferences being 


|ing and cooling equipment, pack- 
j}aged air conditioners and water 


| heaters, and to outline the fall mar- 
| keting program. In each city, archi- 
;tects and builders are invited t 
one of the sessions to hear the story 
‘of year-round air conditioning as 
|developed by Airtemp for the mass 
market. A feature of the program 
is the showing of a special talking 
film, “20th Century Air Castles.” 


Speeds Up Heat 


A new development in heating 
|equipment was also announced at 
|the meeting. Dealers were shown 
a new type of boiler for steam and 
|hot water furnaces which employs 
| the “percolator” principle and 
| which, it is claimed, delivers heat 
to radiators in one-third the timé 
required by old type boilers. This 
new Airtemp product is now in 
production and deliveries are being 
| made. 


Easy Washing Machine 
Names W. Homer Reeve 


W. Homer Reeve has been ap- 
pointed sales manager of Eas) 
Washing Machine Corporation 
Syracuse. He was formerly 1 
| charge of the company’s deale 
|development program. 
| Despite possible production cur- 
tailments, Easy will continue ! 
program of advertising and promo- 
tional activity, which will be 
devoted almost exclusively to th 
spindrier series, the company’s 
quality models. Insertions are cur- 
rently appearing in Better Home 
and Gardens, Good Housekeepin 
Ladies’ Home Journal and The Sat- 
urday Evening Post. Batten, Bar- 
ton, Durstine & Osborn, Buffalo, 
the agency. 


Issues New Rate Card 


Diesel Progress, New York, h® 
issued a new rate card, effect 
Aug. 15. Full page rates have bee! 
increased from $250 to $280 


— 


T__ 
the FAST-MOVING 


POWER PLANT MARKET 


| through the paper operaling 
| engineers read and rely °®— 
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US. Completes 
Case Against 


Tobacco Companies 


Won't Go to Jury Be- 
fore December; Denver 
Price Action Cited 


Lexington, Ky., Aug. 21.—In the 
twelfth week of a trial of con- 
spiracy - monopoly charges against 
major tobacco companies and their 
subsidiaries and executives, govern- 
ment prosecutors Tuesday an- 
nounced completion of their case. 
Federal Judge H. Church Ford 
granted a defense request for a re- 
cess until Monday, to give defense 
attorneys time to prepare certain 
motions and arguments, and to or- 
ganize their presentation of defense 
testimony in the event that the court 
overrules a motion for dismissal 
that will be offered Monday. 

In an attempt to prove the gov- 
ernment’s charge that the leading 
tobacco manufacturers had main- 
tained “a ruthless monopoly de- 
signed to gouge the tobacco-smok- 
ing public,” the prosecution called 
103 witnesses. Their testimony, and 
intervening arguments by counsel 
and rulings by the court, now com- 
pose a record that totals 1,500,000 
words. If Judge Ford overrules the 
defense motion for a directed ver- 
dict of “Not guilty,” the record 
probably will be doubled by de- 
fense testimony, the prosecution’s 
rebuttal, and the closing arguments 
by the lawyers. Defense attorneys 


say it will take two and a half 
months for them to present their 
testimony. Observers predict the 


case, Which began June 2, will not 
be submitted finally to the jury un- 
til about Dec. 1. 


Denver Letter Introduced 


Perhaps the most significant event 
of the closing week of prosecution 
testimony was Judge Ford’s ruling 


that certain letters written by 
American Tobacco Company offi- 
cials might be considered by the 


jury as evidence against that firm’s 
co-defendants, R. J. Reynolds To- 
bacco Company and Liggett and 
Myers Tobacco Company, since 
enough evidence had been intro- 
duced by the government to make 
applicable the conspiracy-case rule 
that an act of one conspirator may 
be used against co-conspirators. 

Edward H. Miller, chief prosecu- 
tor, apparently saved his most tell- 
ing evidence for presentation dur- 
ing the closing week of prosecution 
testimony. One of his trumps was a 
letter written by Charles C. Roe, 
department manager for Reynolds 
in the Rocky Mountain area, to his 
company’s home office. 


“Shows Common Action” 


Judge Ford, when he ruled in 
chambers that Roe’s letter could be 
idmitted as an exhibit, commented: 


—_-_, 
o 
ANACIN (EASY ACES) 
ADDED WTAQ 


ANACIN SALES IN 
NORTHEASTERN 
WISCONSIN JUMPED 37¢ 
‘During the First Six Months) 
Yes, 


ady ertisers 


and more 
that 
cant buy time on a Chicago 


more smart 


realize you 
“tation and expect to cover 
Northeastern Wisconsin. Chi- 
cago. Sir, is as far far away 
from our area as 


is from New York. 


Syracuse 


GREEN BAY. wisconsin 


“We have the evidence here of the 
participation of Mr. Roe in a price 
controversy in Denver, in which he 
was keeping Reynolds’ informed 
daily of the steps he took, of every- 
thing that occurred, receiving almost 
daily from Reynolds letters 
cerning his conduct. 

“We have also the indication that 
each of the other defendants in 
other parts of the United States 
have been using their direct-cus- 
tomer lists to affect retail prices 
and have stricken from their direct- 
customer lists any retailers who 
would not conform to their demands 
to change retail prices, and in this 
particular instance we have proof 
that the representatives of Ameri- 
can in Denver, and the representa- 
tives of Liggett and Myers in Den- 
ver, met with Mr. Roe and the 
president of the retail association 
out there and conferred in regard to 
retail prices during this controversy 
and in connection with it. 

“My opinion is that this letter, as 
an admission on the part of one of 
the conspirators, insofar as it de- 
tails the current plans, the current 
information and the current par- 
ticipation of them with other alleged 
conspirators and 


con- 


insofar as every 
fact set out there—whether it be 
from personal knowledge of the 


writer of the letter or from other 
satisfactory information—when it is 
put into the files of the Reynolds 
company as part of the information 
upon which they were acting, is 
competent as against all (the de- 
fendants).” 


Possible Penalties Listed 


The letter was one of more than 
50 such documents which the gov- 
ernment placed in evidence. Vir- 
tually all the letters and telegrams 
referred to Roe’s attempts to per- 
suade Denver dealers to increase the 
price of 10-cent cigarets to 11 cents, 
and to offer standard = 15-cent 
brands at 13 cents a pack, two for 
25 cents. 

Defendants in the current trial 
are the “Big Three” companies, R 
J. Reynolds, Liggett and Myers, and 
American; five of their subsidiaries, 
and 20 of their executives. The 
original complaint, filed July 24, 
1940, named five other majo: 
manufacturers, 21 of their sub- 
sidiaries, and 12 of their executives. 
These latter firms and individuals 
agreed to remain out of the current 
trial, but to accept penalties if the 
government succeeded in convicting 
participating defendants. Staying 
out of the trial under this stipula- 
tion are Philip Morris, P. Lorillard, 
British-American, Imperial, and 
Universal Leaf companies and their 
various subsidiaries and executitves. 

If convicted, each of the defend- 
ant companies, participating or not 
participating in the trial, would be 
subject to maximum fines of $20,000 
and each individual defendant, in- 
cluding the principal executives of 
the defendant companies, would be 
subject to a maximum combination 
of a fine of $20,000 and a four-year 
penitentiary sentence, in the discre- 
tion of the presiding judge. 


also 


Names Tyler Smith 


West Coast Construction Com- 
pany, Beverly Hills, has named 
T. Tyler Smith Agency, Hollywood, 
to handle its advertising. Radio will 
carry the burden of the appropria- 
tion. 


Heads Ayer Foundation 


William B. Ricketts, of Princeton, 
N. J., has been named head of the 
F. Wayland Ayer Foundation, Phila- 
jlelphia. He is author of the section 
yn market research and copy testing 
in “Careers in Advertising,” and ha 
published numerous articles on the 
measurement of advertising results 
in radio and publications. 


Armstrong Adds Two 

Thomas S. Keil, formerly a free 
lance commercial artist, and Har- 
vey Haeberle, formerly with Tide, 
have joined the advertising and 
materials division creative staff of 
Armstrong Cork Company, Lan- 
caster, Pa. 


Joins Sherman K. Ellis 


William J. McKenna, formerly on 
the copy staffs of Young & Rubicam 
and McCann-Erickson, New York, 
has joined the copy department of 
Sherman K. Ellis & Co., New York 


Sees “600” Shortage 

Nash distributors and _ factory 
sales supervisors from all over the 
country witnessed a preview of 1942 
models and discussed plans for the 
coming year at an annual sales con- 


vention at Hot Springs, Va. Nash 
models will be produced in three 


series as they were this year, with 
the new variation of the low-priced 
“600” to be announced in Septem- 
ber. W. A. Blees, general sales 
manager, forecast inability to fill all 
orders for the “600” because of de- 
fense production curtailment. 


Gets John Middleton 


John Middleton, Inc., Philadel- 
phia tobacconist, has named Carter- 
Thomson Company, Philadelphia, to 
direct its advertising, including its 
new John Middleton custom blend 
cigarets. 


Navy Calls Cole 

Robert Cole, for the past year and 
a half in the creative copy depart- 
ment of McCann-Erickson, Cleve- 
land, has been called for duty as a 
petty officer in the public relations 
division of the Navy, and is sta- 
tioned in Chicago. 


Reitzel Joins Bowman 

J. A. Reitzel, formerly publicity 
director for the City of Chicago, has 
been named public relations direc- 
tor of Bowman Dairy Company, 
Chicago. 


| 
| 
| 


Wrigley Features 
Defense Savings 
on Outdoor Poster 


(Picture on Page 31) 
Chicago, Aug. 21.—A major por- 
tion of the powerful promotion ma- 


chinery of William Wrigley Jr. 
Company will swing into action 
behind the defense bond and de-| 


fense savings stamp drive in Sep- 


tember and October, when the gum | 


manufacturer will devote about half 
of its 24-sheet posters to defense 
bond copy, with no mention of the 
Wrigley Company or its products 
Two posters have been prepared 
for display in 2,174 cities and towns 
in Illinois, Indiana, Iowa, Kansas, 


Michigan, Missouri, Nebraska, Ohio, | 


Pennsylvania and Wisconsin in 
September, and in 954 
Arizona, California, Georgia, Idaho, 
Nevada, North Carolina, Oregon, 
South Carolina and Washington in 
October. Identical except for copy, 
each will show a girl feeding a stick 
of gum to a Marine. One will say: 
“For your security get defense bonds 
with defense savings stamps. Save 
with safety.” The other will carry 
the perspective view of Spearmint 
gum and the message, “Enjoy chew- 
ing,” and “The flavor lasts.” 

The huge Wrigley sign in Times 


cities in| 


Square, New York, will also be 
changed early in September to re- 
place the words, “After every meal 

look for the spear—the flavor 
lasts,” with “Save with safety—get 
|U. S. defense bonds—with defense 
i}savings stamps.” 

The outdoor poster using the de- 
fense theme will also be used on 
57,000 car cards which will appear 
in about 140 cities. 


Joins Radelle Lingerie 

Marjorie May has been appointed 
advertising and promotion director 
of Radelle Lingerie Corporation, 
New York. She was formerly pro- 
|motion director of Pattern Fashion 
Syndicate, New York. 


To cover this prosperous 
American Market, USE — 


EL MUNDO 
ALL AMERICAN NEWSPAPERS, Rep. Inc. 
420 Lexington Avenve, New York 


100 EAST OHIO STREET 


NEW TIMES 
NEW IDEAS 


It takes more brains to make adver- 
tising and selling fit industry’s needs 
now. Some men we know are doing 
it well. If you want to learn to use 
advertising more effectively, plan to 
swap ideas with other wide-awake 
men at the 1941 three day N.I.A.A. 
Conference in September at the Royal 
York Hotel, Toronto, Canada. A new 
setting, a thousand executives, and 


speakers of international reputation. 


Make this note in your diary 


gt! ANNUAL NI. ALA. CONFERENCE 
TORONTO, CANADA - SEPTEMBER 17, 18, 19 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, INC. 


CHICAGO, ILLINOIS 
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Wallace Shows Fall 
Line in 12 Pages 


An unusual twelve-page adver- 
tisement, consisting of 8 consecutive 
right hand bleed pages in two col- 
ors, topped off by a pull-out insert 
of four pages in two colors and 
silver, introduced the sterling line 
of R. Wallace & Sons Mfg. Com- 
pany, Wallingford, Conn., to the 
readers of the August Jewelers 
Circular-Keystone. 

Copy showed large reproductions 
of the salient design features of 
patterns in the line, with brief ex- 
planations of their fine points. 


RCA Advances Two 


Bendix Takes Over 
‘Treasury Hour; 
Many Shows Back — 


New York, Aug. 20.— Bendix | 
Aviation Corporation will make its | 
\first appearance on the air Sept. | 
| 30, when it begins sponsorship of 
\“The Treasury Hour” over 100 sta-| 
tions of the Blue network of the Na- | 
tional Broadcasting Company, from | 

Meade Brunet, head of the en-|8 to 9 p. m. Since July 2, when 
gineering products division, and|Texas Company donated its time 
Jay en — of hems oe |to the government for promotion of 
tional division, have en name aiaia : ' “Ogre as 
vice-presidents of RCA Mfg. Ge loo poo ie gg 


as | been 
pany, Camden, N. J. | Department over 86 stations of the 


'Columbia Broadcasting System. 
Holds Outdoor Show 'Texaco’s 13-week agreement with | 
The 12th annual exhibition of|the Treasury expires Sept. 24. 


outdoor advertising art will be held Bendix has scheduled the va- 
in Chicago Nov. 13-22 in Marshall | piety program, which features lead- 
Field & Co. galleries. Presentation | 


: - |ing radio, stage and screen stars, 
of awards will be made Nov. 13. | for 13 weeks as a public service fea- 
| ture and will continue promotion of 
|defense savings bonds and stamps. 
| Figures released by Hooper Surveys | 
| for the first week in August indi-| 
|cate that “The Treasury Hour” en- | 
joys the top ranking radio audience | 
i the country. Buchanan & Co. 


in 
| will handle the account. 

Prudential Changes Program 

| Prudential Insurance Company of 
|America will replace its current 
daytime dramatic serial, “When a 
| Girl Marries,” with “The Prudential 
|Family Hour,’ starring Gladys 
Swarthout and Deems Taylor, start- 


ling Aug. 31. The new musical 
a will be heard over 59 sta- 
tions of Columbia Broadcasting 


System on Sundays from 5 to 5:45 
p.m. Benton & Bowles places the 
account. 


announces a new 
guaranteed circulation of 


Ballantine on Mutual 


P. Ballantine & Sons will launch 
Three Ring Time,” a new Holly- 
wood variety program, over 75 Mu- 
tual Broadcasting stations from) 
9:30 to 10 p. m. starting Sept. 12. 
Charles Laughton and Milton Berle 
will be co-starred on the show, 


oor 


2,250,000 


at no increase 
in rates 


by LEVER BROTHERS CO. 


In 1936, for the first time. 
LEVER BROTHERS CO. 
specified WMBD as an 
additional outlet for ONE 
Network program, TO- 
DAY, in addition to Basic 
CBS Network  ceverage. 
they specify WMBD as a 
VITAL advertising outlet 
for FIVE Network pro- 
grams . 


“Aunt Jenny's Stories” for SPRY 
“Big Sister” for KINS®O 
“Big Town" for KINSO 


“Lux Radio Theatre” for LUN FLAKES 
& SOAP 

“Meet Mr. Meek" for LIFEBUOY 
SOAP 


° Mm Here's Why... 


“Peoriarea’s” 610.011 people RESPOND to WMBD 


their 

* own station. They listen MOST to WMBD because it gives 
them the MOST service. They spend a DAILY average of 
$471,000 in the 7,649 flourishing retail 


stores in this area. It pays to specify 


WMBD on YOUR na- 
tional list. The ONLY 
complete coverage of 


“Peoriarea™! 


FREE & 
PETERS, Ive. 


Eclat Netromal 


Representatives 
aide » 


| 26-week period. 


levening dramatic offering, 


which includes Shirley Ross and 
Bob Crosby’s orchestra. J. Walter | 
Thompson Company is the agency. | 
New Lever Day Show | 
Lever Brothers Company will ex- | 
pand its daytime schedule on the 
Columbia network Aug. 25 with! 
“Bright Horizons,” a five-a-week | 
dramatic serial scheduled for 34 
CBS stations. The new program | 
will be aired Monday through Fri- | 
day, 11:30 to 11:45 a. m., for Swan 
soap and other Lever products. “Big | 
Sister,” which is now heard on the 
11:30 to 11:45 a. m. spot, will be 
shifted to 12:15 to 12:30 p. m., Mon- 
day through Friday. The latter 
program, advertising Rinso, will 
continue to be heard on 73 CBS 
stations and 31 stations of the 
Canadian Broadcasting Corporation. 
Young & Rubicam handles the new 
program. 
Quaker Takes “Brewster Boy” 
Quaker Oats will inaugurate 
“That Brewster Boy,” a new half- 
hour series, over the NBC Red net- 
work beginning Sept. 8. Scheduled | 
for 9:30 to 10 p. m., the drama will | 
be broadcast over 51 stations for a| 


Ruthrauff & Ryan 
directs the account. 


“First Nighter” Continues | 


Campana Sales Company has re- | 
newed “First Nighter,” its Tuesday | 
for the 
1941-42 season. The program is 
broadcast 8:30 to 8:55 p. m. over} 
53 CBS stations, in the interest of 
Italian Balm, Dreskin, Coolies, 
D.D.D., and Old South toiletries. 
Aubrey, Moore & Wallace continues 
to handle the account for Campana. 


“Helen Trent” Renewed 
Bisodol Company and Kolynos 
Company, divisions of American 
Home Products Company, have re- 


newed “The Romance of Helen 
Trent,” daytime serial aired over 
CBS. The new contract retains a 
lineup of 37 CBS stations and keeps 
the same broadcast time, Monday 
through Friday at 12:30 to 12:45 
p. m. The program is handled by 


Blackett-Sample-Hummert. 
P & G Back at Night 


Procter & Gamble will again 
sponsor “Knickerbocker Playhouse,” | 
starting Sept. 6, after a summer lay- 
off. The half-hour dramatic pro- 
gram will be heard Saturdays from 
8 to 8:30 


p. m. over 45 NBC Red 
network stations, with a_ repeat 
broadcast at 11:30 p. m. This is 


the same period in which the series 
was previously aired. H. W. Kastor 


|& Sons is the agency. 
“Our Gal Sunday” Renews 
Anacin Company has renewed 


“Our Gal Sunday,” which is broad- 
|}cast over 50 CBS stations Monday 
through Friday, 12:45 to 1 p. m. 
The program will round out five 
continuous years of broadcasting in 
March, 1942. Blackett-Sample- 
Hummert is the agency. 


| Eversharp Adds Stations 


Eversharp, Inc., will add_ five 
more CBS stations in the Middle- 
west and Southwest to the “Take It 


or Leave It” network Sept. 28. 
Since Eversharp had already 
|planned to add the CBS Florida 


group of six stations on that day, 
the new line-up boosts the total 
;}number of outlets to 71 stations 
| The program is broadcast Sunday 
|from 10 to 10:30 p. m. through the 
| Biow Company. 


Two Join “Parents” 


James W. McGlone, Jr., formerly 
with the sales. staff of Es- 
quire, has joined the advertising 
staff of Parents’ Magazine, New 
York. Stephen E. Gegus, formerly 
with Fashion Magazine and Life, 


jhas joined the 
| staff of Parents’. 


Sastern advertising 


Advances Seguine 


Joseph A. Seguine, general sales 
land merchandising manager. of 
United Wallpaper Factories, Chi- 
cago, has been elected a vice-presi- 
dent of the company. The company 
|has launched a “Fall Festival” sales 
| promotion drive through 7,500 Unit- 
ized stores. Mat service, banners, a 
|national magazine advertisment and 
j}extensive point-of-purchase mate- 
|rial is being offered dealers 


— 


—— 

The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted and 
“Representatives Available,” 30 cents a line, minimum charge $1. rms 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 t in 
$4.75 per inch. 

<a 
HELP WANTED _ POSITIONS WANTED 
Technical trade paper serving indus. | ADVERTISING MANAGE! 


trial field seeks energetic, advertising 


Turns out sock layouts, inspire ops 
sales promotion minded young man to 


for circulars, catalogs, media, 


40k 
prepare layouts, write copy and han-|sales promotion man. Age Sa 
dle makeup; familiar mechanical pro- | $400 

duction, printing, art, ete. Good tox 3439, ADVERTISING AGE her 
opportunity In rapidly expanding ‘N= Radio writer, Continuities, Cor mer. 
pantry In reply state experience in| ¢jals. Program ideas, Producti Di 
adetal 


rection, College Training. 


Box 3445, ADVERTISING AGE, Chgo. | Box 3442, ADVERTISING AGE. \. y 


Salesmen Wanted | Stop. wishing for an assistan’ why 
Advertising salesmen now selling |loves responsibility and detai A) 
space in magazines, ete. to solicit | experienced, alert, young wom: now 
space-distribution contracts on adver- | employed in New York City wi st 
tising book matches for Nationally! make a change. What have it 
known book match manufacturer, in| offer? 
spare time. Factory cooperation, | Box 3448, ADVERTISING AGE y. ¥ 
quality product, good service, com: |" DRAFT EXEMPT—YOUNG 
petitive prices, plus genuine value of lover six years Advertising and Sal 
book match advertising as publicity | promotion experience—now Ad) «rtis 
jand result-getting medium, your as- jing Manager for large manuf: ire 
surance of success, Unusually fine | jn “soft goods” industry. Se« jot 
side-line opportunity for men contact- | (as advertising manager or assi-tant 
ing national accounts or local ac- | offering opportunity for future ‘o] 
counts advertising on a large scale. | jege praduate, physically sour am 
15% commission on space deals; half | pitious; with good background, good 
advanced upon receipt of order from | front, initiative, intelligence 
well-rated accounts. Write for details | Box 3441, ADVERTISING AGE, Chg 
today, and tell us about yourself. _ 
Box 3420, ADVERTISING AGE, Chgro HOUSE ORGANS 

ARTIST or ART STUDENT Mr. Sales Manager! — 
to do copy roughs and layouts on na- Let me show you how to hel; ou 
tional accounts for class publications | Salesmen produce more throug! per 
during spare time Small fee plus sonalized house-organ You + 
commission editor 1 do the work Wr f 
Box 3447, ADVERTISING AGE, Chgo, | ffee samples. “Edward Edelste oy 
N. Wells St., Chicago, Dlinois ar 
POSITIONS WANTED born 855% 
Topnotch Production Man has good MISCELLANEOUS 
job but wants a better one Iexcep- | Directory, SS.900 yearly profit. Price 
tional record for wetting things done lrieht for immediate sale 
right, on time and economically. Ex-, Box 3446, ADVERTISING AGI Ch 
Mt +: oe R wuees eo rraus - es Have cash for all or one-half interest 
ee es SOneRTCH 8 HE ont lin publication that can prove fit 
your organization can profit from this | opye operation 
type of man write Rox 2442 "ERTISING GE we 
lox 3449, ADVERTISING AGE, Chao. | 222-2283, ADNERTICING AGE. Che 
SHC'Y-ASS°'T: Exp. univ. grad.; esp. — “Krom-n-Tone” Post Cards 
qual. adv. dept., agency prod., or en- Newest, most economical met! 
geraver Beginning Sept. 1 Chicago displaying any product Sample i! 
Box 3444, ADVERTISING AGE, Chgo, |Prices on request. Graphic — Arts 
. : ve Hamilton, Ohio 
COPY CHIRF—Now with National . 
Agency office doing $5,000,000) billing WORLD FAMOUS FIRMS Lshk 
is interested in the direction of an.) Bairdset ads for 30° years t Lys 
akeney handling a diversified list of Day and night service, clean | of 
aecount Where eventually and by | fast, quality production, save t 
reason of his proved value he could | time Ads pull 25% better 
become a stock-owning factor BAIRD, adsetters, 1S Bb. Kinzie, 
Box 3440, ADVERTISING AGE, Chro WHI. 4317 Cheo. 
Hanson t A ] pating in radio—a_ rule. whic 
Oo ppea ANPA charges would be unconsti- 
A ro ] f FCC tutional. 
pp va oO The appeal action clouds the fu- 
Sub P ture course of the hearings, now 
poenda ower adjourned until Sept. 17. There | 
Washington, D. C., Aug. 20.—The | © Possibility that the appeal car 
initial round having been won by be carried to a decision before tha 
the Federal Communications Com- | 4@te. Mr. Hanson has 40 days 
mission, the court test over FCC’s Which to file a bond and a transcrip 


power to hold an inquiry on press | °f all proceedings to date, an addi- 


participation in broadcasting ad-| tonal 30 days to file a brief, after 
vanced to a new phase this week Which FCC has a chance to file ‘ 
when legal steps were taken to ap-|>rief and Mr. Hanson a_ rebutta 
peal the district court order entered | Prief. It looks as if a decision bj 
last week. the court of appeals is months 

Elisha Hanson, American News- the future. Presumably, FCC wil 
paper Publishers Association coun- | Proceed with hearings on schedule 


sel, filed notice of an appeal to the ee 
United States court of appeals for 
the District of Columbia. This move 
had been predicted, and it ex- 
pected that the court of appeals 
verdict will be appealed to the Su- 
preme Court by whichever side 
loses. 


SEE 


TOMORROW 


The Magazine of the Fu 


is 


Stahlman a Symbol 
October Issue 


The case involves James G. Stahl- 


man, publisher of the Nashville 

Banner and former ANPA presi- OUT 

dent. He was subpoenaed to testify 

at the newspaper-radio investiga- SEPTEMBER 15 


tion, but took Mr. Hanson's advice 


and did not appear. FCC took the 


ON ALL 


issue to court and was rewarded 

with an order requiring him to C 

wi NEWSSTAND: 
Mr. Stahlman, now a lieutenant 


25 cents 


{dvertising rates and s 


commander with the Navy, is only 
a symbol in the case. His testimony 
not vital to FCC. The point at 
issue is whether FCC has the right 
to hold hearings on the subject of 
divorcing publishers and broadcast- 
ers. ANPA contends the hearings 
are illegal since the only possible 
result is adoption of a rule which 
would bar newspapers from partici- 


1S 


copy on request 


Creative Age Press, ‘0. 


11 East 44th Stree’ 
New York, N. Y. 
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|on the open market. This injunc- 
tion is sO sweeping as to prevent 
the defendant from buying the 


N.Y. Decision Hint 
Stricter Rulings 
on Fair Trade Act 


Nv York, Aug. 20.—A hint that 


| then reselling them at prices above 
| the fair trade prices. 

“If an appeal is taken and this 
‘order is sustained, it will 


come weary of the mass of litigation 
which has resulted from the numer- 


indicate | 
that the appellate courts have be-| 


(CHARLES H. TAYLOR 


SEAL WORKS HARD | 


|firm from 1893 to 1937. 


'a director of the 


Boston, Aug. 19.—Charles H. Tay- 


yesterday after several months ill- 
ness. 

Mr. Taylor was treasurer of the 
During his 
career as a newspaperman, he was 
American News- 


|paper Publishers’ Association from 


To Erwin, Wasey 


_ ins SO ences of the Macken Durham Duplex Razor Company, 
, sexton er «™ ’ , asurer < e ~=6Boston | Mystic, Conn., has appointed Erwi 
|trademarked whiskies at retail < petty nee -_ ' MYSUC, + has appointed Erwin, 

ked skies at retail and aang Globe Newspaper Company, died|Wasey & Co., New York, to direct 


advertising of all Durham products. 
John Barteau, formerly with Blaker 
Advertising Agency, New York, has 
joined the New York office of Erwin, 
Wasey & Co. and will continue as 
account executive on Durham 


New York State’s fair trade act may 
be ¢ forced more vigorously in the 
futu': was detected here today by 
Hug» Mock, Toilet Goods Associa- 
tion ounsel, following a court de- 
cisio) im a case involving a liquor 


ous violations of the fair trade act.” | |1896 to 1937 except for one year, | Aleshire Joins Ellis 
—_—_—__ 1899-1900. He was president of the Edward Aleshire will join Sher- 
|ANPA from 1901 to 1904. From man K. Ellis & Co., New York, as 
1907 to 1938 he was a member of | manager of the radio department on 
the association's international board |Sept. 1. He was formerly vice- 


Start Intensive | 
Promotion for 


i d oe of arbitration. president of Benton & Bowles, Chi- 
retair charged with advertising ° . a cago, and previously manager of the 
price. below a contract minimum. Fine Arts Whisky -~--1 |CHARLES STRAIB reese Sapartment os bord & Sheemes 


Th agreement in question con- 
tained a provision that in the event 
the aler decides to discontinue 
hand’ ng of the liquor line, he must 


CARSTAIRS and Blackett - Sample - Hummert,. 


New York, Aug. 19.—Launching | Chicago. 


its first intensive campaign for Fine t 
Arts whisky, after winding up an 


East Orange, N. J., Aug. 19. 
Charles Straib, treasurer of the| 
David Weils Sons Lithograph Com- 


—— DT . 
. |@ight-months test period, Canada Ppa pany, Brooklyn, died suddenly Aug. 
offer A oe eee to bos es | Dry Ginger Ale has scheduled 12 CARSTAIRS White Seal = 13 in Denver where he was on va- kak KK kK kk kk 
9 ff a | get “a adie monthly insertions in a list of seven | cation. He had been with the lith- 
fore offering the merchandise at magazines, starting with October ographing concern for 50 years. 


prices less than the minimum speci- 
fied. 

Although the dealer’s defense in | 
this case was that the sale consti- 
tuted a closeout, the court ordered 
him to return to the distributor all 
merchandise bearing the latter’s 
trademarks and brands. The plain- 
tiff was Knickerbocker Liquors Cor- 
poration; the defendant, Nine West 
Fordham Road. Supreme Court 


One of the 1,000-line newspaper adver- 

tisements for Carstairs in which the dis- 

tillers’ hard-working seal does most of 
the work. 


issues. Newspaper space in 500, 280 
and 140-line size will later be sched- 
uled to supplement this as distribu- 
tion is secured. 

Four-color page advertisements, 


‘ ’ . 
two-color half-pages and er] Whitey’ Gets Key 


pages will appear throughout the 


coming year in Cue, Esquire, For- Role in Carstairs’ 
tune, Life, Newsweek, The New 


| 
Yorker and Time. Copy will feature New Promotion 


Funeral services were held yester- 
day in Our Lady of Souls’ Church, 
East Orange. 


Month after month, 
and year after year, 
NATION'S BUSINESS 


continues to be the 


magazine MOSt wanted 


CHESTER E. HUTCHINS 

Savannah, Ga., Aug. 20.—Chester | 
E. Hutchins, national advertising | 
manager of the Savannah Morning | 
News and Evening Press, died at his | 
home here Monday. He had been 


: Cohal: handed dow _|reproductions of famous old mas- with the newspapers for 14 years. | 
eae ry tndunntien vests daine the ters. Contemporary artists will) New York, Aug. 21.—‘Whitey,” | _— 
temporary ° reste & ne | axplai * the colors i hese |the balancing seal, will continue to ' 
defendant from offering for sale, explain how the colors in these VANCE JEROME by business men. 


carry the ball for Carstairs Bros. 
Distilling Company this fall, when 
a new campaign in 120 newspapers 
throughout the Eastern seaboard 


paintings were blended, and this is 
followed by emphasis on the im- 
portance of blending in Fine Arts 
whiskies. 


| Greensboro, N. C., Aug. 20. 

Vance Jerome, who left the Greens- 
boro News and Record three years 
ago after 23 years’ service, most re- 


either directly or indirectly, any of 
the plaintiff’s products. 
Paid 


subscriptions are the 
A Sweeping Decision 


. , , ‘ees “ readership test that counts, 
ir Mock pointed out that here The test period started in Janu- and Ohio gets under way in Sep- cently as business manager, died pares mf ardln wig dial 
BY 0 t} gee os awe 1 0 heir | 2°Y of this year, when pages were tember. of a heart attack here yesterday . P é 
= ro mee oes “<n “on a run in four consecutive issues of With insertions appearing in 100} down the cash, Nation's 
action to restraining the defendant ,, ; gprs . fone Cities. copy will follow ir- . Business leads its nearest 
, r > , ages r cities, copy wi ollow an inqulil usiness s 
from violating fair trade contracts Fortune, followed by pages in fou Forms Letter-Editor 


issues of Time. 
newspaper 


reporter style 
interviewed on 


During this period '!ng 
copy in various 


“Whitey” will | competitor by 180°. 
in the future. In many instances, matters| A letter-editor 


service 
according to Mr. Mock, even if such 


sizes be various offering 


iin 20 citi pertaining to whisky. The copy, in | COPY and letter revision has been 

i akin: celina i , appeared In <V cities, a ea Sar he formed by J. Dresner, 1475 Broad- 

an injunction were violated judges An electric spectacular display for |1,000-line size, is divided into three | cae New Bi _ (9 Broad eke kk kk kkk kkk 
imposed only small penalties. ; vidi 


or four blocks with a cartoon type 
of illustration in each block 

These large advertisements, which 
will appear every other week, will 
be supplemented in alternate weeks 
by 122-line insertions appearing 
twice weekly. Consisting of a small 
illustration of the seal followed by 
five or six lines of copy, headlines 


Fine Arts whisky will begin opera- 
tion in Times Square next 
J. M. Mathes is the agency. 


“Under this decision,” he ob- 
served, “if a fair trade contract con- 
tains the provisions above stated, 
the court can compel the defendant 
forthwith to return all the trade- 
marked merchandise of the plain- 
tiff at the cost price, and further- 
more, the court will enjoin the 
iefendant from handling the trade- 
marked articles of the plaintiff even 
if the defendant has purchased them 


week. 


Johnnie Walker Pepped Up 


Advertising scheduled for Johnnie 
Walker scotch whisky, which is dis- 
tributed by Canada Dry Ginger Ale, 
includes the largest magazine cam- 
paign since the product has been on | on this series include: “Do you col- 
the market and insertions in 100|lect)} ‘m-m-m-s’?” “Are you a 
newspapers from coast to coast.|haunted host?” “ ‘No’ men wanted,” 
Magazine copy in color, ranging|and “Be a quencher, not a killer.” 
wm, from one-half to full page units,) Starting with September 
will appear in Collier's, Country |the 122-line copy will also appear 
Life, Cue, Esquire, Fortune, Life,|in Cue, The New Yorker, and 15 
The New Yorker. Time. Town & theater programs. Car cards, out- 
Country and United States News. door displays and business papers 
Business papers will also be used, are scheduled as well Lennen & 
as well as painted displays in metro- Mitchell is the agency 
politan centers. 


issues, 


| Connecticut Fair Trade 
Act Upheld in Court 


The suit of Dorothy Gray, New 
York cosmetic company, against the 


TIRED AD MEN earner 
SEEM TO LIKE } [pnp Sikat Drive 


In an effort to move one of the 
US! Suppose YOU were Vs ay A 


largest Valencia orange crops in the Johnson Wholesale Perfume Com- 
waded to the ears with plans, history of the group, the California pany, asking an injunction against 
‘copy, administration... wouldn't Fruit Growers’ Exchange will ex- price-cutting based on the Con- 
you value an h pand the Sunkist campaign an- = necticut fair trade practices act has 
; : engraver w oO saves nounced earlier this year, Russell been granted. In thus upholding 
ju time and disappointments Z. Eller, advertising manager, has the state law, the federal court, sit- 
n his department? announced. Newspapers, of which ting in New Haven, said “the de- 

256 dailies had been originally fendant has wilfully and knowingly 


We don’t mean just beauti- 
‘uly made engravings. (We ad- 
nit others make ’em too.) Rather 
‘'swhat 20 years have taught 


scheduled, have been raised to 313, 
with 2,606 weeklies carrying adver- 
tisements. Spot radio is going over 
26 stations in Southern states, and 


advertised, offered for sale and sold 
at retail in Connecticut and Massa- 
chusetts, the products distributed 
by the plaintiff at lower prices than 


| oss : . > principle coverage comes from the the minimum retail prices estab- 4 
*: Intelligence in following in- thrice-weekly Hedda Hopper Holly- lished by the plaintiff under said 4 
wood broadcast 


Tuctior s. Ingenuity and “adver- 
ing sense” in giving a job what 
- to reproduce “as visual- 


over a 40-station fair trade contract.” 

The findings asserted that the de- 
fendant owned and operated several 
cut-rate stores in the two states, 


selling drug products and cosmetics 


CBS network. 

Magazines will be used ex- 
tensively, as reported previously 
(ADVERTISING AGE, April 28), with 


T . : Sunday supplements added to the Judge Carrol C. Hincks wrote that 
That ind more of like order 1S tune of five 1,000-line advertise- the fair trade contracts entered into 
«ides of what an engraving ments each. Outdoor comes in for by the plaintiff in 1937 were still 


“vice should be ... and we a second poster in 135 markets and 
30 spectaculars now being used in 


*actice what we preach. ; : 
the New York area. Lemons will 

Does it sound too good to be get a fifty-fifty cut with Valencia ‘W. G. Cluett to OPACS 

te? Then send for an Advance oranges in the Hopper broadcasts W. G. Cluett, who recently re- 
"tesentative at our risk. Give and rate magazine, spectaculars and signed as vice-president and general 
a ee ; : spot radio of their own on a some- merchandise manager of Cluett, 
» @ test job and if we don’t what smaller scale. Lord & Thomas, Peabody & Co., New York, has been 
"Pp to an irreproachable stand- Los Angeles, handles the account. appointed to the textile + agen 
oA : > : ¢ P 
fron pickup to invoice — —————— Office of Price Administration anc 
bien aia : Civilian Supply, Washington, D. C. 
~we )ou thoroughly — it's -McCabe Joins OPM He will nomad the allocation of 
NR hard luck! Thomas B. McCabe, president of textiles available to civilian indus- 
Scott Paper Company, Chester, Pa., try after national defense require- 


A DVAN C ‘7 has taken a leave of absence to join ments. 
the Office of Production Manage- | 
NGRA VING COMPANY ment as deputy director of the| 


= priorities division, in charge of | Plugs 3 New Patterns 
: INC. 


operations. Mr. McCabe, who served Reed & Barton, Taunton, Mass., 
Harrison 3440 - CHICAGO 


the government last year on the old silver manufacturer, is launching a 
OMPLETE Photo-Engraving Service 


in effect. 


» + + THERE'S ONLY ONE LOW-COST 
WAY TO REACH THE POCKET-BOOK 
POWER OF THE WHOLE, RICH, RED 
RIVER VALLEY~AND THAT'S WITH 


, WwW DAY FARGO, N. D. 5000 WATTS-NBC ted 


AFFILIATED WITH THE FARGO FORUM 


National Defense Advisory Com- campaign for three new patterns, 
mission, joined Scott in 1916 as a Fragrance, French Rennaissance 


salesman and has headed the com- and Guildhall in ten women’s mag- FREE & PETERS, INC. NATIONAL REPRESENTATIVES 
— pany since 1927. azines and trade papers. 
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Talon Seeks New | 
Markets in Home | 
Sewing Circles 


New York, Aug. 20.—A new cam- 
paign for the Talon slide fastener, 
dramatizing its uses and value in 
home sewing, was launched this 
week with half-page space in The 
American Weekly. <A _ subsequent 
insertion is scheduled for the Sept. 
21 issue. The drive is jointly spon- 
sored by Dritz-Traum Company and 
Slide Fastener, Inc., distributors of 


| 


| 


Talon slide fasteners. 

With the heading, “New tiny 
Talon fastener now available at 
more than 10,000 stores for your 


own home sewing,” copy is signed 
only by Talon, neither distributor’s 
mame appearing in the advertise- 
ment. 

Those who sew at home are urged 
to “do as ‘professionals’ do when 
you choose slide fasteners . . . select 
your slide fastener from the whole 
‘family’ of Talon fasteners . . . spe- 
cially designed for the garment you 
are making.” Copy itself is held 
to a minimum by judicious use of 
animated sketches and white space. 

Similar copy, also jointly spon- 
sored by the two distributors, is 
scheduled for two fall insertions of 
Good Housekeeping and Parents’. 
Two insertions in True Confessions 
and True Story will be sponsored 
by Slide Fastener alone. 


Fanny Farmer Candies 
No Longer “Home Made” 


Fanny Farmer Candy Shops, Inc., 
Rochester, N. Y., has entered into a 
stipulation with the Federal Trade 
Commission to cease advertising its 
factory-made candies “home 
made.” 

The advertiser agreed to cease 
using these words or implying in 
any way that its products are cooked 


as 


in the home. Its products have 
been promoted for years as “Old 
Time—Home Made Fanny Farmer 
candies.” 
Gets Shift-O-Matic 

Grant & Wadsworth & Casmir, 
New York, has been appointed 
by Andrews Industries, Stamford, 
Conn., to handle advertising for 
Shift-O-Matic electric carriage re- 


turn for typewriters. Newspapers, 
business papers, and direct mail will 
be used. 


TESTED COLORS 


“What Are the Best Selling 
Colors?” is the title of the 
first of a series of surveys 
we are conducting. If you 


are interested in color data 
why not get in touch with 


EAGLE PRINTING INK CO. 
~ DIVISION: GENERAL PRINTING INK CORP. 
100 SIXTH ENUE, NEW YORK 
CHICAGO) CINCINNATI = PHILADELPHIA 
JERSEY CITY BALTIMORE CAMBRIDGE 


| 


COLLINS 


HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


| W3XE, 


NBC-ASCAP Deal 


Nears Conclusion; — 


IRNA Approves 


New York, Aug. 20.—Technical | 
details of the contracts that will 
restore ASCAP music to stations of 
the National Broadcasting Company | 
today occupied the attention of at- | 
torneys for the society and the net- | 
work. The finishing touches are} 
also being applied to contracts for 
affiliates. 

Acceptance of ASCAP terms by | 
the latter was heartily recom-| 
mended this week by the Independ- | 
ent Radio Network Affiliates which | 
dispatched to its members an ex-| 
haustive analysis of the agreement. 
Referring to the deal agreed upon 
between NBC and ASCAP as a 
“major accomplishment,” IRNA| 


said that the terms represent “a | 
victory for affiliates.”” The pros and 
cons voiced by individual stations 


were reviewed and the final recom- 
mendation was “approval of the 
formula in principle.” 


Advertisers Restless 


During the course of its analysis | 


IRNA observed: 

“Some of the large national ad- 
vertisers who have cooperated with 
us for the past eight months because 
they knew that any great increase 


in copyright fees would result in 
increased rates, are now becoming 
restless. They are saying to the 
network executives: ‘We have co- 
operated with you when the de- 
mands upon you were unreasonable 
but now that you can make a fair 
deal we expect you to make it and 
not hold out simply because you 
seem to be getting along fairly well 
with the music now available. We 
want to use everything that has 
ever been written and we expect 
you to obtain the right for us to 
do so,’” 

It is expected that return of 
ASCAP music to CBS outlets will 
follow the conclusion of the NBC | 
deal. 

] 


St. Louis FM Station 
Granted CBS by FCC 

The Federal 
Commission has granted the Colum- 
bia Broadcasting System a construc- 
tion permit for a frequency modula- 
tion station to be located at St. 
Louis. The station will operate on 
45,900 kilocycles. The proposed 
transmitter site is the 
ing, 12th and Spruce streets. 

FCC has also moved to advance 


the starting date of regular televi- 
sion service in the Philadelphia 
area. Philco Radio & Television 


Corporation has been granted spe- 
cial authorization to operate Station 
its experimental outlet, on 
television channel No. 3 pending the 
furnishing of additional engineering 
data required before FCC can act 


2 commercial license. 


ry Philco’s pending application for 
| 


‘Propaganda Warning 
Required Under Bill | 


Rep. Lewis D. Thill of Wisconsin 
has introduced a bill in the 
which would make it unlawful for 
| newspapers to print dispatches from 


i on nations unless accompanied 


by a front-page notice warning 


readers to be wary of propaganda. 


| CH. 


MILLER & | ics 


inet be 


Rep. Thill explained that his bill 


R. 5601) was offered because 
most people “believe everything 
read as facts,” and “people 


cautioned to make a dis- 
tinction between the true facts and 
colored facts.” 


Levy to “Boxoffice” 


Raymond Levy, who _ formerly 
|was president of Raymond Levy 
| Organization, New York advertis- 
ing agency, has joined Associated 
Publications, New York, as mer- 


chandising counsel and as advertis- 
ing director of Bowvoffice. motion 
picture business paper. 


Named Honorary Member 
Harriet Elliott, associate adminis- 
trator of the Office of Price Admin- 
istration and Civilian Supply, has 
been elected to honorary member- 
ship in the National Consumer- 
Retailer Council, New York 


Communications | 


| 


Mart build- | 


House | 


THIS WEEK 


5 
LAST 5-— — -, YEAR 


& ' 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


Reeves to Be Consultant 


Raymond Reeves, Jr., former re- 


search 
Thompson Cc 


manager 


of J. Walter 
ympany’s San Francisco 


office, will return to that city as a 


Department 


of Commerce regional 


business consultant upon completion 
of the training period. 


OT 


Buys Iten Plant Hammerstein to Waters 


The W. Atlee Burpee Seed Com- Reginald Hammerstein h oe 
pany, Philadelphia, has purchased | Norman D. Waters & A aad 
the plant of the former Iten Biscuit |New York, as consultant —> 
Company at Clinton, Ia., and will | for television shows handle , the 
use it to distribute garden seeds to|agency. He was former!) aa 
the territory west to the Pacific |television department 0! , 
Coast. | Broadcasting Company 
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| it | | 
| WEEK BY WEEK VARIATION SHOWN HERE 
Tt 
+20 7 - 
+15 / } 
| 
+10 — 
y, Ih \ f 
+S ‘N _—— 
-§ 
-0 t 
-§ = 5 | 
0 | 
—+-+4+--++ +--+ t 
a = cnpetenieminemstall tencemniattited 
JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
% Gain % Gain 
23-Week 33-Week 33-Week or Loss” or Loss 
Period Period Period 1941 1941 W eek Week iin 
Ended ended Iended over over Ended kended ‘ 
Aug. 19, 1959 Aug. 17,1940 Aug. 16, 1941 1939 1440 Aug. 17, 1940 Aug. 16, 1941 Loss 
| Akron, © 6,190,074 5,959,120 6,376,210 + 3.0 +70 166,411 182,833 9.4 
Albany, N. Y 5 SU4, S00 1,912,085 D 11.5 + 6.5 132,573 148,960 24 
‘Atlanta, Ga 10,486,310 9,193,337 %,§ ALS 4.1 85.428 287,686 OX 
Baltimore, Md 13,367,739 13,710,433 14,647,565 9.6 6.8 352,712 sud! a1 12.6 
Birmingham, Ala S,O41,412 8,690,530 9,253,367 + 15.1 +H. 281,106 275,310 2.1 
Boston, Mass 11,397,224 LOSU7, 667 : 11,067,881 2.9 1.6 216,002 274,425 1 
Bridgeport, Conn 6. O86 834 6,504,002 6,737,072 11.6 6.4 170,772 179,340 5.0 
buffalo, N. Y 9 720,230 W.045,445 ONT7T,674 2.6 10.3 255,206 391,476 4 
Camden, N. J 2545,059 3,318,761 180,790 25.0 4.2 TUN3S 79,185 Os 
Cedar Rapids, la B.107,410 2 W4S 036 S.061, 082 1. 3.9 1OS,850 L090 S86 10 
Charleston, W Va 6,355,046 6,270,22: 6,672,967 5 6.4 169,505 158,431 6.5 
Chicago, I 1S, 140,088 17,430,53 17,058,380 1.1 0 451,926 $73,259 47 
Cincinnati, © “616,771 1O,1L1TS.83 10,645,038 10.7 >.2 252,152 290,854 15 
Cleveland, © bO,9o0,460 11,287,227 11,839,467 PK 1.{ 293,813 354,071 0 
(Columbus, ©) &§.062.331 S181, 266 XS 6. 2R4 3.3 ae 181.706 POR 745 27.4 
Dallas, Tex 1964 Z.4e4duy 12,514,782 1 + 0.4 353,237 ,86,016 ' 
Davenport, ta 5,705,515 JSSO,127 6,026,398 14.7 1 2 150,640 212.142 10.8 
Dayton, © 8,562,472 8,665,010 W5384,571 + 11.4 10.0 226,254 277,074 2.5 
Denver, Colo 5857 446 Dd, cae, Na 924,485 2.4 d.2 164,169 170,394 \ 
Des Moines, la 174,538 4,134.27 867,752 2.7 6.5 106,722 107,417 0.7 
Detroit, Mich 12,134,999 PZ 68084 13,768,938 13.5 SN 806.327 4S 801 l 
il Paseo, Tex 6501076 6,079,785 7,201,454 10.8 7.8 154,650 179,795 6 
erie, Pa 144d US N14 eure ee 1 3.0 154,728 174,076 2 
Mvansville, Ind 7.6095,400 7.519.330 8.201.612 1 10.3 247.240 262,234 r 
Fall River, Mass 2,077,965 2,154,719 25,182 11 rh 8,250 62,752 § 
Klint, Mich DOL 552 DIS. 4US 5.776.428 5.0 1.7 159,558 7] 
Fort Wayne, Ina 6 GOL 982 6.864.474 6,821,455 8.3 0.6 212.688 1A 
Gary, ind 674,50 TBAT SY 1,158,066 +130 + 4.6 145,54 12 
(Girand Rapids, Mich ere DAZ SSS 5.977.706 S.4 7.8 150,136 ’ 
(Gireenville, S.C $045,272 1.525.636 17H6,080 17.8 5 154.031 2 
Houston, Tex LO ods b42 l1.s24,06 1Z.105 300 L 44.8 2 03.014 
Huntington W Va Le 5.177.882 160,905 + 18.1 5.6 209 1 64 
Indianapolis, tnd SO,065 042 1OS6S.60] 11.614,877 15.4 6.4 317 150 { 
Jacksonville, Fla »H94,048 H.071,618 6,444,208 13.2 6.1 2 175.672 1.8 
Jersey City, N. J 1,334,425 1,327,782 1.364.412 -2.2 i. 2.8 32,683 240,648 
Kansas City, Kan Love udd LSuU 96] 1,700,876 7.1 10 4 254 16.956 j 
Knoxville, Tenn 6,586.68 6,570,522 6,678,302 Kt4 + 1.6 195.044 217,931 11.2 
Little Rook, Ark 692,037 »US1.282 6.285.716 10.4 6.0 99T S50 IS3.820 ’ 
Los Anweles, Cal DASOLSSS 14.800 008 15,020,997 3.1 Os 417.212 PHU 007 ow 
Louisville IK \ 8 SUN 72] OOS TSG 65236,209 7.2 4 248.033 957.881 j 
Lynn, Mass », 215,364 $22,525 »TS4,17% lo + Ht 153,016 150,254 2.4 
Manchester N. ul 2.32,063 2.281.046 284,510 22.1 +O.) 57,471 60,114 1+ 
‘Memphis, Tenn 7.345.004 142,400 N,257, 186 12.4 1.4 225,820 240,620 ( 
Miami, Fla S500.874 254,336 SWOT, 924 2.4 3.8 211,974 241,045 
Milwaukee Wis 720.614 507.010 nD 1.745 IND 8.7 218.447 277.436 D 
| Minneapolis, Mint Sous 60 mam TUR Te 7.635.414 12.2 “ LOBOS 243.461 
Moline-Rock Island, tll 219,344 5.ONS. 1 > 581.210 L 6.4 6 154.450 140.588 1? 
Nassau County, L. | 1.713.799 1488.45 9 454.571 423.2 64.0 31.178 57.838 s 
New Bedford, Mass 134.310 oug Tue 2 368,096 + 99.5 }. £639 56.840 62.944 10 
New Haven, Conn 703,600 GS 502 6.208.260 L§.8 40 155.736 168.140 ai 
New Orleans, La 12,084,604 12,526,028 12,428.90] +9 8 Os 162.440 $45.600 
New York, N Y In. 683.76% 5.849.674 35.472.032 O68 1.1 540.3408 STO0.R55 ‘ 
Brooklyn, N.Y 2446 204 150.150 2 185 10.7 11.6 45.314 {8.207 6.4 
Norfolk, Va 5. W63,244 6.204.138 6.75 13.2 es 176.148 180.302 15 
Oakland, Cal iST5.040 392.195 5.7 18.1 6S 173.219 108.732 4 
Oklahoma City, Okla 5.642 000 4.841.458 2 “He x4 123.410 121.604 ] 
Omaha, Neb HOST 3. 700.31% ren L324 1.4 5.120 49 540 2 
Peoria, I 6.655, 569 7,231,791 7,756,644 164 7.3 241,234 186,088 
Philadelphia, Pa 16,785,620 17.452.686 1S.491.616 10.2 Hu 443.080 $92,614 
Phoenix, Ariz 4,594,282 5.043.000 576,620 1.4 10.6 134.638 152.460 
Pittsburgh, Pa 12,461,750 Ph.0s2 072 13,488,580 8.2 + 3.1 200.986 ra NUE 
Portland, Ore 7,742,317 6,984,932 TS49,074 14 + 12.4 196,056 191,044 : 
Providence, R. 1 7.307, 816 7,189,671 7,273,433 05 + 1.2 169,145 175.004 
Reading Ira 6.191.645 6.477.849 6.760.890 2? 4.4 159.628 217,420 
Richmond Va 7.461.448 TNL 702 7,408,324 2.4 .3 213,374 21N,17¢ - 
|} Rochester, N. ¥ 1» 344,068 WOR 319 1,920,777 6.2 -44 266,554 HOLA é 
Rockford, I 1US4. 044 ». 276.264 S28.4032 16.4 10.5 129.230 140.266 i 
Sacramento, Cal »16S,422 PSU 54S 825,924 iD + SN 138,502 143,60 
San Antonio Tex 4.439.496 4.651.252 , 3ST 200 21.4 15.8 131.480 173.54 
San Diexo, Cal S.146,.820 6,861,018 7.689.336 5.6 15.4 201.600 224.976 
Seattle, Wash 7.54, 102 7312.26 7.642.240 C86 5 o01.022 ENT 
South fend, Ina t.325.024 , B90 994 , T64.976 123.2 12.4 108.466 124.9 
Spokane Wash 1134 2° te Hus 45.824 1.6 “os 10 49° 112.7' 
St Louis, Moe 11.0233.5235 11.221 70 11.079.665 0.4 1.3 27 60 97 ‘ 
St. Paul, Minn 6,458,542 H4ATOL5O4 6.266.970 “ 2 162,428 165.2 
Syracuse, N. Y 6,933,038 4 “ 6,031,472 13.0 35.9 112,497 133 , 
Tacoma, Wash 400.296 1.02323.0°6 4.224.925 1 $8 “6.874 113.! 
Tampa Fla 41,148.94 5.040 “ 180.210 19.6 1.8 124.410 124.4 
Toronto, Ont... Can 10.106.76¢ “231.978 106.055.4234 os 78 02 GX] 945.87 $ 
Troy, N y 64 yn 2 638.024 2 SS6,228 ie ‘4 6.420 82.1 ’ 
Tulsa, Okla SALONS 845,956 6,061,166 4 + 3.7 161,644 155,98 
Washington, D.C 19,806,792 21,048,310 21,912,087 10.6 10.6 555,924 g89.9 
Youngstown, ©) 1,604 { ».129,149 5.701.102 “14 10.9 129.100 158.8 
Total 614,881,240 619,452,720 648,373.49 4 4.7 16.646.999 18.52 
l Atlanta Georgian and Sunday Americar sed issue Jan. 1 1940. containing 428.848 
publication Dec 17. 193% Vertising 
2 Newsday launched Sept , 1940 Syracuse Journal published 100th Annivet 
3 San Diego Sun suspended publication Nov. 25, 193% tion March 20, 1939, containing 216,027 
{! Commercial Appeal published 328-page Centennia! vertising 
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Goodyear Profit 
Increases 49%: 
Sales Rise 51% 


Defense Effort Helps 
Break All Records; 
Caution Voiced 


Akron, O., Aug. 20.—While 


net 


profit of the Goodyear Tire & Rub- | 


ber Company was increasing 49 per 
cent from its $4,142,892 for the first 
half of 1940 to $6,196,756 for the 
frst half of 1941, the company’s 
sales increased 51 per cent from 
$101,055,607 for the first half of 


1940 to $152,931,046 for the first half | 


of 1941. All previous records of the 
company during this period were 
broken in regard to total sales, ton- 
nage of rubber produced, payrolls 
and personnel employed. 

“It would be imprudent in the 
extreme were we to base our expec- 
tations for the future on such rec- 
ords as these,”’ says P. W. Litchfield, 
chairman of the board. Pointing 
out the vast amount of defense work 
in which the company is engaged, 
he takes a look into the future with 
the observation that “much of the 
work we are now doing is likely 
to have application in future peace 
time markets since our development 
of an outstanding synthetic rubber 
has vastly expanded the limits of 
scientific research.” 


Continental Oil 

Earnings for six months ending 
June 30 were $3,857,664, compared 
with $2,388,286 for the first half of 
1940. 


Falstaff Brewing 


Net profit for the first half of 
1941 was $339,449, compared with 
$186,584 for the first half of last 
year. 

Marshall Field 
Net income for the first six 


months of the year was $1,657,967, 
compared with $1,575,102 for the 
first half of 1940. 


Pepsi-Cola 

Net earnings for the six-month 
period ending June 30 were $3,300,- 
000, compared with $2,525,000 for 
the like period last year. 
Studebaker 

Net profit for six months ending 
June 30 was $1,313,877, compared 
with $957,309 for the first six 
months of 1940. 


Westinghouse 

Net income for 12 months ending 
June 30 was $20,716,817, compared 
with $17,352,590 for the previous 
year, 
American Radiator & S. S. 
Earnings for six months ending 
June 30 were $3,271,000, compared 
With $1,535,905 for the like period 
i year ago. 

Canada Dry 

Net profit for nine months ending 
June 30 was $1,165,883, compared 
With $771,257 for the comparable 
period of last year. 


The KR KKK * 
BELLEVUE, one of the few 
famous Hotels in AMERICA 


- became famous through 
ts unsurpassed facilities, 
"s superb food, the un- 
‘orying graciousness of 
'S service and its vigilant 
"anagement. And you will 


%s© appreciate its rea- 
‘onable rates. 


HLLEVUE-STRATFORD 


N PHILADELPHIA 


Senero! 


BENNETT 
Monoger 


KK 4c 4 4 4c | 


ta 
SONDITIONED RESTAURANTS 
— 


INTERNATIONAL AFFILIATION PLACES PLAQUE ON NEW BRIDGE 


This ceremony, on the new Rainbow Bridge connecting Niagara Falls, N. Y., 
mation of a long-standing plan of the International Affiliation of Sales and Advertising Clubs to mark the international 


friendships which the Affiliation has fostered in a dramatic manner. 


& Signal Company, Swissvale, Pa., 
McQuesten, 


chairman of the Niagara Falls Bridge Commissi »n. 


with Niagara Falls, Ont., 


marked the consum- 


K. E. Kellenberger, advertising manager, Union Switch 
and president of the Affiliation (in the light hat, at left) presents the plaque to T. B. 
It will be placed on the international boundary line when 


the bridge is officially dedicated early in October. 


_B. F. Goodrich 


Net earnings for six months end- 
ing June 30 were $6,646,033, com- 
pared with $1,362,692 for the first 
half of 1940. 


‘Holland Furnace 


Net profit for 12 months ending 
June 30 was $1,819,126, compared 
with $1,582,625 for the year pre- 
ceding. 


Loose-Wiles Biscuit 

Net income for the first half of 
1941 was $719,691, compared with 
$441,308 for the first half of 1940. 


National Lead 

Earnings for six months ending 
June 30 were $3,289,000, compared 
with $3,119,810 for the like period 
of 1940. 


Fairbanks, Morse 


Earnings for six months 
June 30 were $1,382,499, 
with $948,177 for the 
time in 1940, 


U. S. Steel 

Net income for six months ending 
June 30 was $61,374,746, compared 
with $36,315,003 for the same six 
months last year. 


Dow Chemical 

Earnings for the year ending May 
31 were $7,770,547, compared with 
$7,159,167 for the year preceding. 
Real Silk Hosiery 

Estimated net for the first half of 
1941 was $11,585, compared with a 
net loss of $482,330 for the same 
period a year ago. 


ending 
compared 
comparable 


American Airlines 

Net income for six months ending 
June 30 was $866,717, compared 
with $887,406 for the first half of 
1940. 


General Motors 

Earnings for the first half of 1941 
were $118,177,905, compared with 
$113,575,460 for the first half of 
1940. 


‘Pennsylvania Governor 


Signs Wholesale Ban 


Legislation prohibiting m 
transactions by employers in prod-| 
ucts not regularly handled by such} 
employers, for the benefit of em- 
ployes, has been signed by Governor 
Arthur H. James of Pennsylvania. 


Employers may sell at wholesale 
rates items which they regularly 
handle, but may not invade other 
fields, an act which the bill says 
“constitutes an unfair method of 
competition by such employers 


against others engaged in commerce 
as retail merchants.” 


C.C.N.Y. Schedules 


Advertising Courses 

A program of courses 
various aspects of advertising is 
scheduled for the evening session 
of the fall semester at City College, 
New York. The courses, to be given 
over a period of 16 weeks, 


covering 


cover 
media selection, copy, layout, me- 
chanical production, campaigns, 
agency procedure, direct mail and 


news publicity 

Registration is open to both men 
and women at the School of Busi- 
ness, Lexington avenue and 23rd 
street, between Sept. 4 and Sept. 17 


Colt Advances Davis 

Leonard C. Davis, for 13 years ad- 
vertising manager of Colt’s Patent 
Fire Arms Mfg. Company, Weath- 
ersfield, Conn., has been named 
sales manager of the small arms 
division. L. Barton Wilson, Davis’ 
assistant, succeeded him. 


To Smith & Sweeney 


40-Fathom Fish, Inc., Boston, 
appointed Smith and Sweeney, 
York, newly organized manufac- 
turers’ representative and_ food 
merchandising organization, to han- 
dle its line of seafood products. 


has 
New 


Manson Named Manager 


Stanley H. Manson has_ been 
named sales promotion manager of 
Stromberg-Carlson Telephone Mfg. 
Company, Rochester. He was for- 
merly Southwestern sales manager 
in Kansas City. 


‘Priorities’ Set Up 
by U.S. Rubber 
Dealers for Public 


New York, Aug. 21.—-Motorists 
were afforded an opportunity to se- 
cure “priority” rating for tire serv- 


ice during the national emergency 
today when U. S. Rubber Company 
released first consumer copy in its 
“tire conservation plan” with inser- 
tions in 470 newspapers throughout 
the country and spread 
in Life. 

Insertions ranging in size from 
378 to 840 lines heralded the plan 
as a practical means of saving rub- 
ber for national defense as well as 
saving money for motorists by mak- 
ing tires last longer. Upon applica- 
tion to U. S. tire dealers, car 
owners can obtain service cards 
entitling them to prior service on 
the dealer’s facilities. The number 
of cards issued will be limited to 
the number of cars the dealer can 
service efficiently. 


a two-page 


A Variety of Services 


will include advice on 
whether or not tires should be re- 
grooved: inside fabric of tires will 
be checked at regular intervals; a 
system of air inflation checks will 
be instituted with a view to in- 
creasing mileage 20 per cent; atten- 
tion will be called to uneven tread 


Service 


wear that indicates wheels out of 
alignment or need for brake adjust- 
ment; all tires will be cross- 


switched often enough to compen- 
sate for uneven wear; and tubes will 
be examined to detect pinching o1 
chafing. 

The plan is regarded by U. S. tire 
officials as a sound approach to the 
problem of cooperating in national 
defense and at the time help- 
ing dealers 


same 


Propaganda Hearings 
Slated for Sept. 3 
Hearings in the 
determine whether films and radio 
are spreading propaganda favoring 
the entry of the United States into 
the war will be opened by a Senate 
interstate commerce subcommittee 
Sept. 3, committee chairman Sen. 
D. Worth Clark of Idaho has an- 
nounced. 
Witnesses from 
will be heard first. Movie ezar Will 
Hays and a group of leading pro- 
ducers have been invited to testify. 


KTSA Stipulates 


Sunshine Broadcasting Company, 
San Antonio, has entered into a 
stipulation with the Federal Com- 
munications Commission to cease 
promoting its outlet, station KTSA, 
as “5,000 Watts, Doing a 50,000 Watt 
Job.” The station operates on a 
power of 5,000 watts during the 
day, and 1,000 at } might. 


investigation to 


the film world 


Leding Named Consultant 


Robert H. Leding has been ap- 
pointed regional business consultant 
of the Department of Commerce, 
with headquarters in New York. He 
was formerly research director of 
Lord & Thomas, New York, having 
joined Thomas F. Logan agency in 
1923 before its consolidation with 
Lord & Thomas. 


Opens Coast Branch 
Walter McAdams, president of 
Consumer Sales Service, New York, 


has opened a Los Angeles office at 
2424 Wilshire boulevard. 


RAPID COPY SERVICE CO. 


e 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
e Ninth-Chester Bldg. .. CLEVELAND 


LOCATED 


| + 
ANDMARHS 
of Southern Friendliness 


™% The ANSLEY + aTLanTa, GA 
* The TUTWILER + BIRMINGHAM, ALA. 


+ The ANDREW JACKSON + NASHVILLE, TENN. 


4 The O. HENRY + GREENSBORO, N. C. 


™ The JEFFERSON DAVIS » mMonTGOMERY, ALA. 


tw The SAVANNAH © SAvaNNaH, GA. 
tw The ST. CHARLES + New ORLEANS, LA. 


The Dinkler Hotels are 


in every 


modern 


respect and are con- 


veniently located on the prin- 


cipal highways in the South. 


DINKLER HOTELS 


CARLING OINKLER, PRES.& GEN.MGR. 


3000 ROOMS in SOUTHERN HOTELS 


Va 


Gas 
CUTLER 


MEN’ | SHOES 


COUNT OW CUT. £8 sors roe 


MULEAGCE-~O8 TOUR MONTY Face 
9 convenient cuTier STORES 


Day and Night Service « 


Make Your 
* Advertising 
| Command.. 


today, advertising must stand out— MUST DOMINATE. 
This advertise- 
ment for Cutler 
Shoe Company 
was produced 
by Faithorn. 


Fine Typography, Engraving and Printing are very 
essential elements. You'll find all THREE at Faithorn. 


attention 


To win in the keen advertising competition of 


Osy. 
ty 
Ay 
BY 
Y 


PRINTING 


FAITHORN CORPORATION . phone Wabash 7820 


504 SOUTH SHERMAN STREET - CHICAGO 
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© rials, plant capacity, shipping or;,than is reached by regular Con- 4 
Frozen Funds Released Standard Advisory ‘other costs can be effected and sumers Union membership. Earlier Listerine Tests 
to Pay Subscriptions wherever there may arise in con- this year she, too, joined the staff - 


The Treasury Department has 
authorized banks to permit with- 
drawals from frozen foreign ac- 
counts in order to pay subscriptions 
to periodicals published in_ this 
country. The unfreezing order ap- 
plies only to payments for individual 
subscriptions, and limits the total to 
$25 a month or $100 a year. 

The order permits United States 
publishers to send periodicals to 
foreign subscribers whose funds 
here are blocked, so long as each 
copy is mailed separately. Banks 
are required to submit detailed 
quarterly reports of all withdrawals 


Panel to Be Set Up 
by Elliott Office 


(Continued from Page 1) 


organizations, will make up _ the 
standards advisory panel. Monthly 
|meetings of the panel are planned. 


Dr. Robert A. Brady, chief of the | 
OPACS standards section and eco- | 


nection with materials or capacity 
shortages serious problems of qual- 
ity deterioration, use of substitute 
materials or unduly rapid price 
advances in consumer goods.” 
That advertising can be expected 
to watch the proceedings of this 
group with more than casual inter- 
est can readily be understood from 
\this statement of its objectives, plus 
jthe inclusion on the committee of 
|representatives of the three “con- 


|sumer-protection” organizations. 
Direction of the group’s efforts by 


of Harriet Elliott’s consumer divi- 
sion. 

In addition to this panel, and the 
one composed on purchasing agents, 
technical committees have been 
established within the government 
along commodity lines. Members 
‘are drawn from such agencies as 
the Bureau of Home Economics, 
Agricultural Marketing Service, 
Food and Drug Administration, and 
|/the Bureau of Standards. 

These committees and panels, 
|according to Miss Elliott, will supply 


‘Zing in Dailies 
tor Tooth Paste 


(Continued from Page 1) 


|\to find a company wrong in an 
‘‘ad’,” is the admonition: “H: -e’s 
your chance to try! 

“Here’s a simple question we |! ave 
asked a great many people. We are 
now asking you. Come on—be ‘air 
—answer honestly. 

“If you were deprived of © >ur 
tooth paste for several days lat 
one thing would you miss most 


nomic adviser to Miss Elliott, will) Dr, Brady is also giving national information for use by OPACS and 
direct the program. | advertisers food for thought, since | other government agencies “as well 
The stated objective of the panel he has been intimately connected | as data for our advice to the general 
is to “confer on questions relating | with “consumer-protection” organi- | public on how to save in the use 
to simplification of materials and |zations, and was recently listed as lof materials and equipment.” 
lines of production, utilizing of |a director of Consumers Union. His 
|standards and specifications already | wife, Mildred Edie, one-time editor 
™ drawn and possibly in use in some |of Tide, subsequently joined the 
place or another, promoting grades | staff of Friday, and later emerged 
and sale by quality - identifying |as editor of “Bread and Butter,” 
labeling systems wherever by such | Consumers Union publication de- 
/means significant savings in mate- | signed to reach a wider audience 


permitted for payments to pub- 
lishers. 


FREE with your 
first Order 
Jer and Brush FREE with your first order 
S $ Artist Rubber Cement. Nationally 
exed, 3 gredes: Light, Medium, Heavy. $2.75. 
per gel. postpaid. For Frishets use S S$ Spe- 
cial Frisket Cement, $3.50 per gel. ji 
6S RUBBER CEMENT CO. 


1438 No Halsted St. CHICAGO, ILL. \ 


“Isn’t it that you would miss the 
refreshing feeling in your m uth 
that starts and ends your day’ 

“We put our bets on the b: lief 
that your answer will be Yes  [f 

. os P »|we are wrong we deserve to »%s¢ 
Quits “Welding Engineer” Go buy some other tooth paste I 

M. S. Hendricks, advertising man- | we are right—here is news for you!” 
|ager, Welding Engineer, Chicago, is Then comes the story of / ing, 
\leaving on an extended vacation | tied up with the economy ay ea] 

; half-as-much theme. 


The current test marks the ‘irst 
wow 
5000 Watts Ea we 
Day and Night 
590 Sig 


use of newspapers for Liste rine 
' 4 
~ oe) 


wow 


Covers an area of 
185,288 square miles, 
containing more than 


tooth paste since 1938, when Lam- 
bert ran an extensive schedule ip 
almost 50 cities. Lambert spent | 
almost $170,000 in magazines or the 
tooth paste in 1940, but this far this 
(first seven months) has in- 

| 


Kilocycles 700,000 radio homes. dance - : 
vested only a minor fractior of 


i 


this sum in the product, tooth paste 
promotion being limited to cornbi- 
nation antiseptic and tooth paste 
copy in magazines at an aggregate 
cost of about $50,000. 
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OMAHA - GREAT PLAINS MARKET BULLETIN OMAHA, NEBRASKA 


MAIL Stupy Proves WOW Best Buy! 


Agency Changes Name 
Kelly, Stuhlman & Zahrndt, St 


Louis, has moved its offices from the 3 
; os Mart bldg. to the Cotton Belt bidg., 
- and simultaneously announced a 
A Definite Increase in all Six States Survey Shows Better ice" yin name toy 
|Zahrndt & Kelly, adding Virgil A 
S ili J b f Cli t Kelly’s name to the title, and drop- 
| ping C. F. Stuhlman’s who has not 
€ ing 0 or len S been connected with the agency for 
sian, poles ; 20 months. 
WOW is doing a BETTER-THAN-EVER selling job in | caiameaaiaaialicahiie 
the rich Omaha-Great Plains Market! ‘Holbrook Named V. P 
Mail response figures —brand new ones — offer added | C. S. Holbrook has been elected 
proof WOW is by far the BETTER BUY in the two billion | vice-president of Yankee, Inc., Dub- 
dollar market made up of 254 counties in six WOW-Land | lin, N. H. Mr. Holbrook will con- 
ites | tinue his duties as advertising direc- 
net itor of Yankee, American Cookery 
Relationship between the number of pieces of mail re-|and Old Farmer's Almanac, witt This 
ceived, and the number of radio homes in each county, | fices in New York, contr 
proves the thoroughness of WOW’'s coverage. In many tion 


counties the percentage of mail response equals more than | Garwood Edits Almanac 

| William Berry, president of the 
: ; Poor Richard Club of Philadelphia 
This year the percentage of radio homes from which | has named Alexander B. Garwood ‘ 
WOW received mail is greatly increased in 99 of the 254 | as editor of the club’s “Almanac 
WOW-Land counties. A response equal to last year’s is indi- fet chairman of the publicity com- 
mittee. 


half of the number of radio homes. 


cated in 141 other counties. 

Sizeable mail response increases are indicated in 25 Ne- 
braska counties; 15 counties in lowa; 28 in Kansas; 10 in 
Minnesota; 28 in South Dakota and 9 in Missouri. A response 
equal to last year’s is indicated in 22 more counties in Ne- 
braska; 25 in lowa; 38 in Kansas; 9 in Minnesota; 27 in 
South Dakota and 3 in Missouri. 


To Circus Publishing 


Ringling Bros. and Barnum anc 
Bailey Circus has appointed the 
Circus Publishing Company, New 
York, to publish its circus prograt 
magazine, and daily review. 


Colman to Sao Paulo 


George T. Colman, advertising 
executive of the Horlick’s Maltec 
Milk Corporation, Racine, Wis., ha 
been assigned to the American con- 
sulate general at Sao Paulo, Braz! 
as economic analyst. 


i 


In the eighty-six WOW counties in Nebraska, the average 
per-county response is equal to 32 per cent of the radio 
homes. A year ago, the comparable figure was 22 per cent. 


lowa’s average per-county response this year is equal to 
15 per cent of the radio homes in 48 counties, as compared 
with 7 per cent a year ago. In Kansas the figure was 10.9 
| per cent this year and 4.7 per cent last year (note figures on 
| map, indicating percentage increases in all six WOW-Land 


WOW’'s mail response increased in each of the six states WOW serves in part. Figures on the map 
show the average per-county mail response this year, compared with a year ago, in relation to the 
number of radio homes. 


| 


. » - Lad States ). 
Mail Response Trend in Typical Counties 7 wot 
COUNTY | 1940 com) $194) Mail Map Available Soon | OC 
NEBRASKA @ i}; Copies of WOW’'s new accumulated mail map will be | 
a 28% -43¢% | available to clients and agencies in a week or two. Write to 
| WOW, Omaha, Nebraska, or telephone the nearest office of a 
Cuming 50% -10% | John Blair and Company. | e 
Boone 18% -56% 
< You Can Dominate the | 
x: - Omaha Great Plains Market | when you think of SPOTS 
Harrison 31% ANG WITH ir! 
Gaee 1706 .93% ... think of John Blair 
° 
Plymouth 10% -30% O e 
SOUTH DAKOTA 
Minnehaha 5% -24% 
ts; Yankton 5% -22% a a | ~ 5 ise 
eo KANSAS _. OMAHA, NEBRASKA ' 
% Jewell 12% -50% 4 OH ; 
Sa On the RED Network — OMPANY 
Dickinson 1% -20% 590 KC. . 5000 WATTS DAY & NIGHT | => &Cc STATION 
. JOHN J. GILLIN, JR, MGR NATIONAL oi gs 
* Percentage of radio homes from which WOW received mail, according to 1941 Mail ie i. ae RE OG ae a REPRESENTA! VE? r 
Analvsis compared with a year po John Blair & Co., Representatives | CRCAGO . tHe PORE . CeTeOH « tT LOU . Sem eANO” . “tte ‘ 
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BETTER SIGHT IS THIS THE NEW MODE IN HOSIERY? 


sie. it ae Lin a e mi | 
) Ate PRESHINETUTOGRRE LOCK 
a z ’ ue tame 


THE WEEK = 


McNUTT URGES FRUIT JUICE CONSUMPTION aa | (ee ; 


pn a 3 > 2 
a ace 


Three of the full-column advertisements 
for IES Better Sight lamps which will run 


“MORE FRUIT JUICE in national magazines during the fall 


IN AMERICA'S DIET!" ; .. Ay : months. They are characterized by a 
, inn - > s light epproach. (Story on Page 8.) 


Paul V. McNutt 


MODERNIZES LABEL 


2 ‘3 g 
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i 


WES 


Phoenix Hosiery Company of Milwaukee is starting out brashly on the road to 
lisle stockings with a glamor appeal. This three-color window display poster 
will shortly be released to dealers. 


DRINE A LOT MORE FOUIT JUICE BECAUSE 


és] 
9 6 


MONSANTO DIVISIONAL ADMANAGERS MEET 
a 


Contributed in the interests of the National Nutrition Program 
i and the fruit growers of America by 
CONTINENTAL CAN COMPANY 


A color photo band at the top and a 


This full-page color advertisement in the Sept. 13 Saturday Evening Post is being modernized version of the traditional 

contributed by Continental Can Company in support of the government's nutri- Van Camp lettering feature this new can 

tion program. U. S. Coordinator of Health Paul V. McNutt uses it to urge for Van Camp's pork and beans. Calkins 
greater quantities of fruit juices in the menu. & Holden is the agency. 


‘ HALF OF WRIGLEY POSTERS DONATED TO DEFENSE SAVINGS PROGRAM Monsanto Chemical Company divisional advertising managers met in St. Louis 


recently for their first annual advertising conference, and discussed 1942 plans 


° 


hades ‘ ; oat , and budgets, but it wasn't all work, as these pictures show. Here is a little barber 

; , shop harmony based on Southern mint juleps, being indulged in by Robert L. 
Taylor, chemical advertising manager; Howard A. Marple, supervisor of publica- 
tions; Jack Leach, Gardner Advertising Company copywriter; Dr. Francis J. Curtis, 


: : Get director of development, at the piano; E. L. Chapin, divisional advertising man- 
For Your ecuri ager at Boston; and Peter Geist, Gardner art director. 
dswith 


ie ils 


Mey te bee ee Edgar M. Queeny (right), who rose from advertising manager of Monsanto in 
1919 after leaving the Navy to president in 1928, greets Fred Kenkel, Gardner 


media director, at a dinner. 


sip 


Loretta Moushey, supervisor of wage studies and advertising budgets, and Sam M. 
Ballard, copy chief of Gardner (center), listen to yarns of the Navy and Wash- 


‘ete ty 


bas posters will be used in September and October by Wm. Wrigley Jr. Company, with each showing including about ington brought back by James W. Irwin, assistant to the president of Monsanto, 
"of each. As will be noted, the upper poster makes no mention of Wrigley, although the illustration pictures a Marine who recently was lent to the Undersecretary of the Navy for a special industrial 
getting a stick of gum from his lady. (Story on Page 25.) assignment. 
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Philadelp 
Almost Staggers 


phia Industrial 


_——— 


EX 
Belief! 


pansion 


Ww Ww Ww Ww % 


“ 


csaneee industry continues 
to expand even though it is already 
working at a rate which is far 
above what would normally be con- 
sidered maximum capacity. In the 
Philadelphia district, 871 important 
plants are working on direct de- 
fense contracts. 

While the largest defense orders 
are for ship construction, this area is 
producing tanks, bombs, large guns, 
artillery shells, and other war ma- 
terial in prodigious quantities. With 
tens of thousands of new workers in 
this ““Arsenal of America” spend- 
ing the huge new industrial pay- 
rolls, it will pay you to increase 
your Philadelphia advertising. 


Ww ww Ww ww ww Ww Ww Ww 


DAILY Circulation Exceeds 400,000 
SUNDAY Circulation Exceeds 1,000,000 


Inquirer is FIRST in Philadelphia 


The Philadelphia Inquirer, now in its eighth 
consecutive year of advertising leadership, is 
recognized as a veritable power-house of selling 
influence. Inquirer leadership includes depart- 
ment store advertising, women’s specialty 
shops . . . advertising of special interest to 
women as family purchasing agents. Use The 
Inquirer, the newspaper with more woman- 


appeal advertising, to sell more—and more often. 


ooo 


Of course, the Philadelphia Market does not stop at the 
municipal boundaries. You want city circulation, of course. 
But is that all you want? For instance, one of the many busy 
cities in the Philadelphia District in which The Inquirer 
circulates is the city of 


ALLENTOWN | 


Allentown is located northeast of Philadelphia. Popula- | 


tion: 96,827. Principal Industries: Machinery, pumps, 
motor trucks, textiles, structural iron and steel, cement. 
Seventeen concerns are sharing the defense awards 
amounting to $3,731,591—and producing trucks, pumps, 
netting, explosives, coats, chemicals, forgings and tools. 


Philadelphia Inquirer 
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